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HERE'S AN ECONOMICAL 
EXAMPLE 


Its colorful lithography catches the eye... 
its simple, effective design is quickly spotted, 
easily remembered. Doesn't it look well- 
dressed, successful? The shaker top opens 
easily, seals tightly. 
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FOR A VERY SPECIAL OCCASION 


This re-use box shows the beauty and delicacy of color attainable 
with lithography on metal. Women want it at first sight. Can be 
used for packing a variety of products. Sturdily constructed, hinged 
lid. It will be in use long after the contents are gone. 


Canco can answer your packaging needs economically. Let us SALES ARE HUMMING 


show you how much sales-appeal we can add. Write for information. The clean, fresh, quality look of this container 
speaks well for the contents. The design is brightly 
lithographed on the metal . . . the lid has the 
packer’s name embossed on it. Whatever your 
product may be, let us quote moderate costs on 
a lithographed container. 








- " ™ 


AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK, N. Y. : 
104 SOUTH MICHIGAN AVENUE, CHICAGO . 111 SUTTER STREET, SAN FRANCISCO 


‘WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 

















P HONORS! 





TOP HONORS Were ac- 
corded four users of 
Phoenix Metal Caps 
in the 1937 edition 
of the All-America 
Package Competi- 
tion, an event spon- 





sored annually by 
Modern Packaging, \eading publication 
of the packaging industry. Four basic 


divisions of packaging—toiletries, foods, 





oils and pharmaceuticals — were repre- 
sented among the manufacturers receiv- 
ing awards. A brief summary of Phoenix 
Metal Capped Packages and Modern 


Packaging awards follows: 


CARLYLE OF HOLLYWoop: The Bosun, 
The Skipper, and The Commodore (il- 
lustrated), representing, respectively, the 
one-, two- and three-piece sets of Carlyle 
Toiletries for Men, received a bronze 
award in the Set-Up Paper Box Group. 
These packages are nautical to the last 
sea-going detail. The box is covered with 
natural wood-grain paper and bears a 
yachting insignia in navy blue and gold 
through which is threaded a piece of real 
rope to serve as a handle. Inside the box 
the wood shave bowl] is placed in another 
loop of rope, and to further carry out the 
nautical motif, the lotion bottles are 
equipped with natural wood tops. A se- 
cure seal for the liquids is assured by in- 
serting a Phoenix C T Cap in the wood 





tops—note cut-away detail above. 


WISCONSIN HONEY FARM (C. W. Aeppler 
Co.) oF oconomowoc: A silver award 
was bestowed upon Land o’ Lakes Honey 
Packages in the Glass Container Group 
of the All-America Contest. The jar, 
although gracefully slender, has a skil- 
fully placed center of balance which 
prevents it from upsetting easily. <A 
many-faceted design simulates the ap- 
pearance of a honey comb. The predom- 
inant colors in the label are black and 
aqua-marine — providing an effective 
background for the full-color reproduc- 
tion of a bee and a clover blossom. Coated 
in aqua-marine, the Phoenix CT (no 
knurl) Cap serves as a foil for the pale 
amber translucence of the honey. 





STANDARD OIL COMPANY OF _ INDIANA: 


Eureka Harness Oil and Superla Cream 
Separator Oil Cans received a silver 
award in the Metal Container Group of 
the All-America Contest. Photographic 
reproductions of familiar farm scenes 
are lithographed in a continuous pattern 
around three panels of the cans, and, be- 
cause of their strong pictorial quality, 
make descriptive and instructive copy al- 
most unnecessary. Thus, the sales 
message and instructions for use are con- 
fined to the single back panel. Both cans 
are equipped with a special pour-out 
spout, effectively sealed with a Phoenix 


ST (grooved side) Cap, black coated. 


UPJOHN COMPANY: The efficient wash- 
ing and drying equipment in the Kala- 
mazoo plant of Upjohn Company, manu- 
facturers of fine pharmaceuticals, was 
responsible for a bronze award in the 
Machinery Group of the All-America 


Contest. This equipment washes, dries 





and delivers chemically clean containers 


from 4-o0z. cye dropper bottles to wide 
mouth 21% gal. containers. Will handle 
over sixty-three different sizes of bottles, 
using only one set of attachments, Instal- 
lation by U. S. Bottlers Machinery 
Corporation. Many Upjohn packages 
that pass through this equipment are later 
to be sealed with Phoenix Metal Caps. 


These awards are the 31st, 32nd, 33rd 
and 34th to be conferred upon users of 
Phoenix Metal Caps within the past six 
years. Phoenix Metal Caps have long 
been the choice of manufacturers who 
take a pride in their packages. Phoenix 
Metal Cap Co., 2444 W. 16th St., 
Chicago; 3720 14th Ave., Brooklyn. 
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NEXT MONTH 
MODERN PACKAGING will publish the first of a 


series of articles covering every phase of the appli- 
cation of color to packages and displays as a means 
of merchandising. 


Designers Raymond Loewy and Harold Van Doren, 
The International Printing Ink Corporation's George 
Welp and Sherwin-Williams’ Ray Hookway have 
all collaborated with T. J. Maloney and a number 
of his associates in preparing what we believe will 
be an epoch-making treatment of this heretofore 
confused and needlessly complicated subject. 


Presentation of the subject will be practical rather 
than theoretical and, for once, a subject which has 
been made obscure to the layman by a host of 
technicalities, will, we hope, be made clear. 
















Ww? ARE proud, indeed, that Redington 
Packaging Machines were chosen by 
the Wm. Underwood Company, winner of the 
Gold Award in the Label & Seal Group ...and 
by Chas. M. Higgins & Co., winner of the 
Silver Award in the Family Group. 


The part played by Redington in making 
their products economical to package may 
furnish a clue for your own problem. 


In 1931, Underwood presented our engi- 
neers with the problem of working out an 
unusual wrap for two sizes of their tins of 
Deviled Ham. A distinctive interlocking wrap, 
exclusive with our Engineering Staff, was de- 
veloped and two Redington Machines de- 
signed to produce it economically. In 1937 a 
third Redington was installed to take care of 
the new, smaller tin...and other machines 
of this type are in service elsewhere. 


REDINGTON PACKAGES 
2 WINNERS! 


in the 1937 
All-America 
Packaging 


Competition 


The Higgins group of Inks also illustrates 


Redington’s ability to meet new situations. 
Higgin’s bottle is of an unusual shape. . . yet, in 
spite of its characteristic short body, long neck and 
quill stopper, it is handled efficiently at a high 
speed on the Redington Continuous Loading 
Cartoning Machine. Each carton is stamped 
with a lot number to identify the batch of ink. 
Although no circular is included, provisions have 
been made for adding this feature at a later date, if 
required. 

Redington makes other types of machines. . . for 
carton sealing and Cellophane wrapping. . . and 
for special packaging jobs. It doesn’t obligate 
you at all to investigate. 


F. B. REDINGTON CO. (Est. 1897) 110-112 S0. Sangamon St. CHICAGO, ILL. 
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EN A MOLDED PACKAGE 
LICKS THERE'S NO TIME 
0 WAIT FOR LARGER MOLDS 
ee 
BOONTON does your iob! 
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When you plan a molded package, you start with a small test run. If it clicks with the 
trade, the important thing is to skyrocket production to keep up with demand. 
And that’s one point where it pays to deal with Boonton. 


For Boonton can skyrocket production—when needed—without waiting through the 
tedious process of making new and expensive multi-cavity molds. 


Boonton presses work all around the clock. That means three times ordinary production 
from asingle mold. It’s a policy that spells savings—of course—but it’s especially impor- 
tant when you need your packages and need them in a hurry. 


That's just one of the advantages we have over ordinary molders in the package production 
field. Let us tell you about all of them. 


‘A Ready Reference for Plastics... Written for 
the layman, this unique handbook explains the 
uses and characteristics of plastics in plain, 
non-technical language. Write for FREE copy 


AW 

NN 
BOONTON MOLDING COMPANY 
MOLDERS OF PLASTICS - PHENOLICS : UREAS : THERMO-PLASTICS 
BOONTON - NEW JERSEY : Tel. Boonton 8-0991 
N. Y. Office — 30 Church St.—COrtlandt 7-7971 
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MARDIGRAS 


SILVER RAY 





GAYETY 
ANIMATION 
VIVACITY 
SPRIGHTLINESS AND STYLE! 





Fashionably dressed in pastel and silver, the party 
spirit is smartly expressed in this novel design, so ar- 
ranged in motif as to be adaptable to any package, 


large or small. 


Mardigras is but one of a number of unusual prints 


now available in varied colored treatment. 





Sample sheets and prices on request. 


HAMPDEN GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


SALES REPRESENTATIVES 


New York, N. Y. Chicago, Ill. San Francisco, Calif. 
60 East 42nd St. 500 So. Peoria St. 420 Market St. 
Philadelphia, Pa. Fred’k. Johnson & Co., Limited Toronto, Canada 





412 Bourse B'Id'g. 234, Upper Thames Street 137 Wellington St. West 
London, E. C. 4, England 
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OR metal containers with the modern touch, look to a 

company that is young and progressive. Crown has every 
facility to serve you . . . skillful design, finest lithography, 
ample plant capacity and an organization thoroughly ex - 
perienced in packaging problems. Add to that a sincere de- 
sire to merit your business by serving you better. You'll find, 
as many others have, that it’s smart to deal with Crown. 


CROWN CAN COMPANY e PHILADELPHIA, PA. 


ST. LOUIS HOUSTON MADISON 
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IMBLE GLASS HELPS 


WIN 2 AWARDS 
IN THE 


ALL-AMERICA 
OMPETITION! 


The prize-winning VACOLITER of the Baxter 
Laboratories* comprises a bottle and stopper assembly, 
including a Kimble machine-made glass air tube —a 
valuable help in dispensing dextrose solution used 
as a stimulant for patients after serious operations. 


This unit illustrates the possibilities of other Kimble 
Glass products for use in package ensembles and 
utility kits. | 


*Baxter Laboratories are located at 
Glenview, Ill.; College Point, N. Y.; 
Glendale, Cal.,and Toronto, Canada. 


















This distinctive and 
practical HEMATOLOGICAL 
kit of the Bard-Parker Com- 
pany of Danbury, Connecti- 
cut won the GOLD AWARD 
in the All-America Package 
Competition. The Kimble 
Screw Cap VIALS were cho- 
sen for their durability, re- 
tempered (annealed) quali- 
ties, uniformity, lightness 
and resistance to corrosion. An impor- 
tant feature of the vialsis the fused-on 
glass label whose legible design does 
not obscure the view of the contents. 





The blood-diluting (haemacytome- 
ter) PIPETTES were produced by the 
Ruth Glass Division of the Kimble 
Glass Company. Being fully retested, 
these pipettes meet the unusually 
high standards required in this in- 
stance. This illustrates Kimble’s facil- 
ities for fabricating fine, accurate, 
chemical and surgical glassware. 


URGEONS, physicians and clinical technicians appreciate Kimble Glass Vials 
S and Tubes as an aid in meeting the exacting demands of their work. The 
retempered strength of Kimble Glass assures protection and resistance against 
breakage under continuous and severe usage. 

Convenient to handle and transport, available in standard and “tailor-made” 
shapes and sizes, Kimble Glass Vials and Tubes are employed daily by manu- 
facturers of drugs, cosmetics, perfumes, proprietaries, chemicals, foods and 
hundreds of other products. National fame and substantial sales are won 
through sampling and packaging inKimble Glass Vials and small glasscontainers. 


CONSULT KIMBLE FIRST—for prize-winning packages! 


K 


e ¢« e« The Visible Guarantee of Invisible Quality * ¢ « 


KIMBLE GLASS COMPANY ....- VINELAND, N. J. 
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i AWARDS 
IN 


PACKAGING 
CONTEST 


To win three awards at one 
time is a distinguishing 
honor for ANY manufac- 
turer. We are deeply ap- 
preciative, therefore, of 
this recognition. Our or- 
ganization has grown, in 38 
years, from one small store- 
room to four plants by 
making one ‘‘scoop”’ after 
another... Multi-color 
printing on glassine, multi- 
color printing on foil, first 
to print on Cellophane, 
development of Revelation 
and many others. 

We hope to make further 
‘*scoops’’ by the only method 
we know: by making EVERY 


job worthy of the same honor 
given to the packages shown. 





For these Insulite wallboard samples... a colorful, pro- 
tective wrapper that demonstrates the product in words 
and pictures... that sells it to architects and engineers, 
builders and home owners. Naturally, the effectiveness 
of such sampling depends on perfect printing . .. which 
means MILPRINT — as always. 
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A new use for printed Cello- 
phane...a new achievement 
in transparent packaging. 
Milprint answered the demand 
of the Omaha Cold Storage 
Company for a printed trans- 
parent wrap that would Sell 
dressed poultry, and came 
through with flying colors. 


This package, created for the 
Manchester Biscuit Company 
has been outstandingly sucess- 
ful ...a tribute to the quality 
of Manchester Zwieback — and 
a reflection of the resultfulness 
of Milprint creative technique. 


famous SS 
MILPRINT 
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"package for unit-dose samples or standard sale units.” 
“Note especially (a) That package is made without a fo 

Protective, ornamental welded flange around the edge v 

agpici loging and friction. (c) Rounded corners wh 


The Unique Packaging 
Service Which Is an c C Vvcrs al ga PON? 


215 CENTRAL AVENUE, NEWARK, N. J. 
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EMBOSSED 
TUBES... — 
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ylve You Another Dimension 
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OTE how the Mansfield tube stands out... another Be eo 
dimension lifts its design and appeal out of the , — 
ee 
ordinary . . . gives a new remembrance value and, wee. 
j ‘ be “s 


therefore, a new sales value. The Judges of last year's 
All-America Competition gave this tube which so 


effectively simulates leather, the Silver Award. 
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In addition, Wirz Embossing gives all the advantages 
of a stiffer wall without increasing the wall thickness 


of the tube and, consequently, the metal cost. 


This distinctively different treatment is exclusive with 
us and can be developed in tin, aluminum, tin-coated 
May we discuss with you practical 


lead, or lead... 


applications of the Wirz Embossed Tube to heighten 





the merchandising value and sales appeal of your 


product in 500 gross runs at no appreciable cost? 
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Collapsible Metal Tubes Metal Sprinkler Tops 


Household Can Spouts Applicator Pipes 


Established 1836 
CHESTER, PA. 








“NEW YORK, N. Y. 
30 East 42nd Street 


CHICAGO, ILL. 


80 East Jackson Blvd. 


HAVANA, CUBA 
Roberto Ortiz Planos 


DANVILLE, CAL. 
A. G. Spilker 


MEMPHIS, TENN. 
Wurzburg Brothers 











OO) 5 s006t GTACEETEFE OHGIE LAD HOE MIO C4 


to 


. 


ees 


POET TET 
ey aN Peay 2 

















with zero re-use value. 














A. Inaccessibility of stacked paper cartons, 
necessitating removal of upper boxes for 
admittance to lower ones. 





B. Time and profit loss through broken- 
package-quantity sales 





C. Non-permanent breakable paper cartons, 


SIMLT OTLALMBOMNSE FOAL 





HERE’S WHAT THIS GOLD 
PRIZE-WINNER HAS DONE 


Achieved instantaneous leadership over paper-cartoned 
bolts and nuts, in an entire field of more than one 
hundred and fifty competitive manufacturers. 


Here’s How This ALL-METAL HEIZBOX* 
HOPPER-FRONT Filled the Bill 


Permits convenient undisturbed — stacking 
(for access simply open hopper-front without 


removing box) . . . Saves space . . . Speeds 
handling . . . Eliminates countless, needless 
opened packages . . . and stock mix-up .. . 


caused by improper return of repiaced cartons. 
Cellophane wrapper insures clean attractive 
shelf packages . . . plus full-count factory-sealed 
quantities. 

Strong, permanent all-metal hopper-front HEIZ- 
BOX permits ease in opening and durable pro- 
tection of contents . . . Plus its re-use container 
value (Fishing bait- stamps; odds and ends, etc.) 
.. . Induces full package sales. 
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A New Slant 


in MODERN PACKAGING 
“Miles Ahead” of Paper Packages 


HERE'S HOW THE HEIZBOX 
WILL HELP YOU 


For any product that has to be stored until its last unit is 
consumed (illustrated HEIZBOX used as container for tea- 
balls) . . . For any product that can use a permanent and 
re-use container (match box illus.) . . . For any manufacturer 
who needs a premium-value container to accompany his 
product (illus. cigarettes) this ‘“‘utility box of a thousand 
re-uses,’’ with its convenient Hopper-Front, can be used 
profitably for increased sales-compelling advantages. 


Economical and practical, both as a package and as an after- 
use container, the HEIZBOX, with unbounded range possi- 
bilities for size, material and finish, invites the interest of 
manufacturers in unrelated lines who are desirous of cashing 
in on this new slant in modern packaging. 


Communicate with us, or contact our Mr. Jos. Heiz at the 
Palmer House during the 8th Annual Packaging Exposition. 


Exclusively Manufactured By 


HELL ane FLELS. inc. 


Bush Terminal Building No. 7 
_ 23—34th Street _ Brooklvwn. N. Y 
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WINNER OF 
2 GOLD AWARDS! 













Jos. H. Meyer Bros. Takes 
FIRST Honors in 


TWO DIVISIONS 
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Hosiery of the national popularity of Kayser hose demands corre- 
spondingly superior packages that will reflect—and show—the 
quality of the product. This package by Jos. Meyer Bros. was 


awarded the gold medal in the class of rigid transparent containers. 














pA RS “The world’s smartest shirt” in the “world’s smartest display” 
ino iy \\ —by Jos. Meyer Bros. This streamlined display keeps a 
} | white shirt white, invites inspection of the product—and 
ND oon boosts sales. Winner of the gold award in counter and floor 









A MODERN 
(Bf) PACKAGING 
vere ae | 


displays. 


Leadership? What further proof than 


our two gold awards in this year's All- 







America Package Competition! 






Meyer designers and technicians have 
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rigid transparent displays and pack- 
ages—dozens upon dozens of different 
streamlined’ designs that not only 
win All-America honors, but also 


rocket sales. 











Our facilities are at your service. 


JOS. H. MEYER BROS. 


Established 1888 
FACTORY: 220 25th STREET, BROOKLYN, N. Y. 
DISPLAY ROOMS: 389 FIFTH AVENUE, NEW YORK 









THE “Me of youl preoductues IN THE PACKAGE ) 


There’s stiff competition on every dealer's shelf or counter—and it’s the molded plastic package with sales 
appeal .. . eye appeal .. . touch appeal . . . re-use appeal . . . that the customer reaches for. 


That’s why so many sales-minded manufacturers are turning their packaging problems over to Auburn 
Button Works. More than 60 years of meeting molding problems and pioneering with plastics gives 
Auburn ample experience upon which to draw. Whether your package is to be made from your own 
designs . . . whether it is to be a co-operative effort of the molder and the designer. . . or a problem that 
is up to the molder from start to finish, Auburn can help you. 


Established 1876 


MOLDED PLASTICS DIVISION OF 


AUBURN BUTTON WORKS, Inc. 


AUBURN, N. Y.—New York, Chicago, Detroit, Cleveland, Rochester, Boston 





MODERN PACKAGING 


JOINED FOR EVEN GREATER SERVICE 


Out of two grand old companies whose roots go back into the early days of the glass 


packaging and glassware industries, a new and bigger organization has been welded 
together . . . dedicated to the making of even better products and the rendering of greater 
service. To all those who use commercial glassware or whose products can be packed 
in glass containers, as well as to all the friends acquired over many years by the separate 
companies, we announce this consolidation, to be known as the Anchor Hocking Glass 


Corporation, offering our combined facilities and inviting your continued business. 


DETROIT PUBLIC LIBRARY 
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PRODUCTS 


To cover the broad field of prod- 
ucts manufactured by Anchor 
Hocking would require the list- 
ing of thousands of items. Con- 
sidering only the broadest of 
classifications, they might be 
described as follows: 


Pressed, blown and machine flat- 
ware and tableware, plain and 
decorated, for hotel, bar, kitchen 
and household markets . 


Tumblers and stemware * Jars, 
tumblers and bottles for food 
packers * Drug, pharmaceutical 
and proprietary glassware* Liquor 
and wine bottles + Beer bottles 
Glass containers for specialties 
Cut glassware * Glass novelties 
and specialties * Closures of tin, 
aluminum and molded materials 
Metal boxes and can nozzles 
Sealing machines and pressure 
processing systems. 


SERVICES 


To better serve our customers 
and all users of glassware and 
closures, Anchor Hocking main- 
tains the following facilities: 


A complete research staff for the 
development of new products 
and improvements. 


A special design studio for glass- 
ware used in the home; as well 
as to meet unusual or special 
conditions or purposes. 


Engineering department for 
studying special packaging con- 
ditions, testing and recommend- 
ing correct sealing methods and 
containers and closures. 


Fully equipped chemical and 
biological laboratories for study- 
ing packing processes, production 
routines and closures for partic- 
ular glass-packed products, 


Experimental packaging division 
with production equipment 
duplicating actual working con- 
ditions in packing and manufac- 
turing plants. 


A package design service to assist 
in the creation of effective labels, 
decorative closures and complete 
packages. 





FOR EVEN GREATER SERVICE 


~ 


Plants and physical properties, ma- 
chinery and inventories are not in 
themselves important. To render the 
sort of service that American indus- 
try today demands, requires other 
things. . . men who know their job, 
products designed to give the ulti- 
mate in satisfaction at the lowest 
practical cost, an organization that is 
alert to the needs of industry and 
constantly devising new products to 
satisfy those needs . . . and finally, a 
group of individuals imbued with the 


ideal of service. 
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OFFICES 
ATLANTA DETROIT PHILADELPHIA 
BALTIMORE HOUSTON PITTSBURGH 
BOSTON LOS ANGELES ROCHESTER 
ane ais: So 
cINcNNATT — MEMEHIS SAN FRANCISCO 
CLEVELAND MONTREAL SEATTLE 
DALLAS NEW ORLEANS TERRE HAUTE 
DENVER NEW YORK TORONTO 

PLANTS 

LONG ISLAND CITY, N.Y. BREMEN, OHIO 


CANAL WINCHESTER, O. 
CONNELLSVILLE, PA. 
LANCASTER, OHIO 


SALEM, N. J. 
TORONTO, CAN. 
WINCHESTER, IND. 


ANCHOR HOCKING GLASS CORPORATION 


LANCASTER, OHIO 
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MAN POWER 


Throughout the long history ci 
the various Anchor Hocking 
divisions, the men in charge cf 
the various activities have ac- 
quired a wealth of knowledge and 
experience. In using Anchor 
Hocking as a source of supply, 
users of glass and closures are as- 
sured of dealing with men who 
know their business thoroughly. 

The products, too, are a reflec- 
tion of this accumulated technical 
knowledge and skill within the 
organization ... resulting in glass- 
ware second to none in quality, 
styles and designs that arenot only 
sales effective but practical from 
a production standpoint, closures 
that give completely dependable 
sealing results...in a word, prod- 
ucts that never let the customer 
down and save money all around. 

Man power is an equally im- 
portant factor within the selling 
organization. Experienced repre- 
sentatives who have spent years 
in learning the ins and outs of 
the industries and markets they 
serve are a comfort and a help to 
buyers and prospective buyers. 
They are in position to make hon- 
est, impartial recommendations; 
can assist in meeting specific 
problems; can suggest improve- 
ments and changes for efficiency, 
economy, and to aid in general 
merchandising. 


SALES OFFICES 


Branch offices are maintained in 
all principal cities of the United 
States and Canada, and the term 
Sales Engineers can aptly be ap- 
plied to this group of glass spe- 
cialists. Each representative is an 
expert in his line, prepared and 
equipped not only to sell the 
products of the Corporation but 
to assist our customers in many 
ways; in developing effective 
packages, in solving production 
problems, in selecting exactly the 
right style of container, and in the 
development of merchandising 
plans to best meet all conditions. 


A COMPLETE GLASSWARE AND GLOSURE SERVICE 


























Here was a real packaging problem with plenty of headaches. The Steven Candy Kitchens, Inc., Chicago, 
needed a package that would be unusual in shape, striking in design, yet extremely economical to produce. 


The PAPER PACKAGE COMPANY developed and produced this attractive, litho-lined, octagonal carton 
that has all the advantages of low original cost, low costs in shipping, in setting up, in filling, and in packing. 
During last summer it produced phenomenal sales increases for the Steven Candy Kitchens. And now it wins 
an All-America award! 


For your product, too—no matter what your needs—PAPER PACKAGE COMPANY can supply a package 
ot equal attractiveness, equal economy and sales-appeal. 


Write for a sample of our litho-lined board, laminated in our own plant. This board has a high lustre, prints 
beautifully and does not crack on scores. It lends itself exceptionally well to gloss inks. 


FOLDING CARTONS SIMPLEX BOXES SET-UP BOXES 





PAPER PACKAGE COMPANY 


816 South Delaware Street Titel felate] oXo) -Fm later 
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PREMIERE SHOWING 

al the 

ALL-AMERICA DINNER 
HOTEL STEVENS, CHICAGO 
MARCH 23, 1938 


The film is available for 
exhibition to schools, adver- 
tising clubs, and similar or- 
ganizations subject to time 
and schedule limitations. 
Requests should be made at 
the earliest possible date 


to insure an early showing. 


MODERN 
PACKAGING 


425 FOURTH. AVENUE, N. Y. C. 





LABEL GROUP OF THE 
1937 ALL-AMERICA 
PACKAGE COMPETITION 
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LABELS .. . what are they? 


Originally identifying tags and stickers . . . today, essential 
factors in successfully creating and expanding markets for 
packaged goods. They certify the quality of the product, 


and reflect the integrity and dependability of the manufacturer. 


The Nevins-Church Press... 


36 years of increasing prestige in the art of printing! And 
now greater success—as manufacturer of the “SIMPLIFRY”’ 
Codfish label of the prize-winning Underwood family. The 
attractive qualities and the brilliance and uniformity of 
printing that so well sold the public, likewise ‘‘sold” the Afl- 


America judges. 


This label manufacturer would be very glad to discuss with 
YOU the same standards of distinction and quality with 
relation to the marketability and increased sales of YOUR 


packaged goods. 
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Bags and Wraps by Royal add 
sparkle and sales-appeal to liter- 
ally thousands of widely varied 
products. 


Beautifully printed and fabricated 
of Cellophane, glassine, metal foil, 
waxed or other papers — or com- 
binations of these materials — 
Packages by Royal are often a 
definite influence at the point 
of sale. 


No matter what your packaging 
problems may be, consult Royal 
for suggestions on development, 
economy, design and _ sales 
promotion. 
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CARR-LOWREY 
CUSTOMERS WIN 
ALL-AMERICA 
AWARDS 
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Indicative of the quality, the beauty, and the 
sales appeal of Carr-Lowrey glass containers 
is the significant fact that they are four times 
represented among the winners in the 1937 


All-America Package Competition. 


Judges of eminence and ability have honored 
us in these selections, but hundreds of other 
judges—the ever-growing number of Ameri- 
can manufacturers who use Carr-Lowrey 
bottles—have found commendable qualities 
which the judges of the All-America could 
not have considered: high character and 
integrity in our dealings, application and 
dependability on the job, and a technical and 
production ability to turn out glass containers 


of maximum quality at minimum cost. 


When fine quality, fine design and superior 


materials are needed in a glass container for 


perfumes and toiletries, Carr-Lowrey crafts- 


manship insures best results. 
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CLEVELAND 
CONTAINERS 


For practically every field that employs packages, 















Cleveland has a fibre product expressly suited. 


Round boxes, pouches, combination tin and paper 
packages, round tubes, mailing containers, paper 
specialties—all providing greater sales and display 


value at lower costs. 





COSMETICS 
DRUGS 
TOILETRIES 
FOODS 
HOUSEHOLD ITEMS 
HARDWARE 

Let us aid you in solving your problems. Simply write or wire 
D § P l A Y T lJ B fF § our nearest representative. 












VISIT OUR BOOTH NO. 612, 
NOVELTIES 8th PACKAGING EXPOSITION 
PRINTED TUBES CHICAGO, MARCH 929-95, 1938 
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our “Product 


IS WORTHY OF A CAREFULLY 
| PLANNED PAPER BOX..... 
a WHEN PLANNING, BE SURE TO 


of 
USE THE CORRECT COVERING Wlkeimo- 


PAPER GH FOUR. BGA.....<. 






Just a few specimens 





BOX COVERING PAPERS 
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"WILLIAMS" complete line offers: 


you a wide choice of more than 





a thousand Colors, Patterns and 







Finishes. 


(PRINTED ON NO. 4483 ART. PASTEL BOX COVERING) 








oA o\uggestio 1 


TO THE MANUFACTURER OR MERCHANT TO UTILIZE EVERY 





FACTOR TO STIMULATE HIS SALES. 





It is important that the Paper Box in which your product is packed, has 
the appeal, and makes the impression on your ultimate customer to urge 
him to buy. Many of your consumer sales are first started through his 


eyes, when your package is on display. 


This power to attract is greatly influenced by the PAPER used for dress- 
ing your box. An incorrect paper is a handicap to your sales. Results 
have shown increased sales by use of a Box Covering Paper of correct 
color and design, to appeal to certain groups depending on sex, age or 
station. If you sell a Woman's product, a feminine color, or exquisite 
pattern will help. Men prefer stronger colors and bolder designs. Young 


people are attracted by ''smappy'’ colors. Children like juvenile char- 


acters. 


"WILLIAMS" have studied and specialized in Box Covering Papers for 
half a century. Our line is thorough. There are hundreds of colors— 
Pastels—Strong—Bright—Metallic—Effects, that are festive and spark- 
ling, or dignified and conservative. Appropriate colors and designs for 
the Seasonal Holidays when many of your products are bought for gifts 
—Valentine Day, Easter, Mother's Day, Haloween, Thanksgiving and 
Christmas, also for Bridge Favors and All-Year Gifts. Washable Finishes 


and Non-Fading Colors are also included. 


Write “WILLIAMS” about your Box Covering Problem. 


Benefit by their experience. 


CHARLES W. WILLIAMS & CO., Inc. 


Authorities on Box Covering Papers 


303 LAFAYETTE STREET 


NEW YORK 
624 So. Miller St. 167 Oliver Street 


CHICAGO BOSTON 

















Could YOU use a set of 
PRIZE WINNING CARTONS 
Such as these? 
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The Carson Pirie Scott & Co. 
Folding Cartons Produced by 
ROBERTSON Win ALL-AMERICA HONORS 










Look long at these cartons! They were adjudged by the All-America Committee as one of the outstanding 
packaging achievements of the year. And, an even higher tribunal, the great American PUBLIC, has 


given them added sanction—substantial sales increases have already resulted from their use. 


Sales-compelling Folding Paper Cartons and Displays are custom-built by us—complete in every detail 
from raw pulp to finished product. (Yes, we make the boxboard, too—keep the quality required under 
constant control.) From any who believe that the Robertson type of service might be helpful, we 


shall welcome inquiries. 


ROBERTSON -PAPER- BOX 


COMPA RY <1 BC. Oe PO Ray SD 
MONTVILLE - CONNECTICUT 





New York Office « 420 Lexington Avenue « Mohawk 4-4077 





















We Congratulate Our Clent 
MURPHY VARNISH COMPANY | 


on winning the 


SILVER 


AWARD 


IN THE 1937 ALL-AMERICA PACKAGE COMPETITION! 


THE PRIZE-WINNING TUBES pictured are 
the Murphy Varnish Company’s winning 
Unitainers by Sun Tube. They won the AIll- 
America Package award on the basis of 
convenience, economy, product-protection 
and display and merchandising value. 





Ingenious New Unitainer for Merchandising Paint Coloring Takes 
High Honors in Modern Packaging’s Annual Show 


UN TUBE is proud and pleased to an- 
nounce that its client—Murphy Varnish 
Company—has won a Silver Award in the 
1937 All-America Packaging Competition. 
This is another sparkling triumph for Sun 
Tube in the Collapsible Tube Division. 
The Murphy Company’s container clearly 
demonstrates the adaptability of Unitainers 
and the resourcefulness of Sun Tube’s de- 
signers in solving difficult packaging prob- 
lems. The Murphy Company sought a con- 
tainer which would be practical and efficient 
for merchandising paint colors. The Murphy 
idea is to sell white paint and permit the con- 
sumer to mix in his own coloring. Only Sun 


Tube could produce a container which com- 
bined ALL the advantages the Murphy Com- 
pany sought. These tubes are available in 
four sizes so that one may produce any of 
the 54 colors in either the Gallon, 14 Gallon, 
Quart or Pint cans. Dealers as well as-con- 
sumers are benefitted because Murphy Tubes 
cut inventories and speed turnover with in- 
creased profits. 

Sun’s Unitainers are easy-opening. They 
require no separate opening device. They 
hold a measured, standard “dose” or applica- 
tion which, in the case of the Murphy Var- 
nish Company, produces shades to match a 
color chart exactly. 


Unitainers are smash-proof, light-proof, leak- 
proof and heat-proof. They can’t be tampered 
with in any way because they’re hermetically 
sealed and non-refillable. Manufacturer, 
dealer and consumer are all protected when 
a product is packaged by Sun Tube. 

Solving the Murphy problem once more 
proved Sun’s adaptability, as it has been 
proved time after time in packaging salts, 
liquids, creams, foods, jellies and many other 
various and varied substances. 

If you manufacture or package any prod- 
uct that will, or might, be benefitted by an 
individual container, write to Sun Tube 
Corporation today. 


SUN TUBE CORPORATION, HILLSIDE, N. J. 


CHICAGO, ILL. 
ALEXANDER SEYMOUR 
333 N. 


Michigan Ave. 


CINCINNATI, OHIO 
R. B. BUSCH 
1012 Elm Street 


LOS ANGELES, CALIF. 
R. G. F. BYINGTON 
1709 West 8th St. 














@ The introduction of Acme Colorstitch 

ing wire in color) makes possible still furtht 
provement in packages, cartons and boxes 
innumerable kinds and types of products. T 
previous objection to staple type fastening for 
many purposes has been definitely eliminated by 
the use of Colorstitch in blending, matching or 
contrasting colors. Consequently, the economical 
advantages of stitching are now combined effec- 
tively with the decorative and design trends in 
modern packaging. 


Designers may now specify the use of stitching 
wire without fear of lessening the decorative 
effect of their containers and display units. The 
scope of container design and layout has been 


materially widened. 


Acme Silverstitch was used in the Manchester Biscuit Company’$s 
prize-winning package in the 1937 All-America package competition: 


POPULAR COLORS 


General Offices: 2843 
BRANCHES AND SALES O 
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PARCHMENT 


WARDS? 


CARTON LINER BAGS never get awards 


But. «look inside those award winners and the chances are you'll 
see Equitable carton liner bags...liners that keep foods and drugs crisp 
and fresh as the day they were packed. And that’s mighty important. 


These are just a few of the types of liners with which Equitable 1s ready to supply you. 


* Kraft—Sulphite and Sulphate 
Sanitary and siftproof. 


* Parchment—Vegetable 
Moisture and greaseproof 


* Parchment—Greaseproof 
Greaseproof but not moisture proof 


* Parchment—Lard Liner 
For special greaseproofness. 
* Parchment—Super Lard Liner 
Extreme greaseproofness — for unusual 
‘grease, fat or oil problems. 
* Transparent Carton Lining Paper 
Protects against atmospheric conditions. 
* Transparent Dry Wax (Special) 
No surface paraffine, yet keeps products 
“Factory Fresh.” 
* Transparent Wet Wax (Special) 
More protective than ordinary wax paper. 


* Glassine—Waxed 
An inexpensive bleached liner with high 
grease and moisture protection. 


* 


Glassine—Waxed one side 
Greaseproof and moisture proof. Fort prod- 
ucts that might adhere to a waxed surface. 


White Waxed Sulphite 
An inexpensive bleached liner with mod- 
erate grease and moisture protection. 
* Waxed Amber Glassine 
For high grease and moisture protection, 
a less expensive unbleached stock. 


+ 


* 


Bleached Greaseproof 

For the highest possible grease resistance. 
Bleached Glassine 

For protection from sifting or grease. 
* Anti Rancid Green Glassine 
Protects from rancidity. Highly grease- 
proof and, if waxed, highly moisture proof. 


+ 


Send us your product and let us suggest the most efficient carton liner. 


! N ( oO - 8 Pp ‘e) R A Pp F 18) 


325 Meserole St.. Brooklyn, N.Y. © Southern Plant Orange, Texas 



























“By the Subtle Power of Suggestion 
PENNANTS NEW LABELS 
CREATE SYRUP 
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NET WEIGHT 1 LB. 8 9. 


By actual experience," re-designing is a 
forward step that stimulates business.” 
The “U-S" Organization can help YOU 
take this forward step. Write now to 
the nearest “U-S" office. 





* AMERICAN LITHOGRAPH VISION 


* ATLANTIC LITHOGRAPHIC & PRINTING 


HOME OFFICE: CINCINNATI. 312 Beech Street * DONALDSON LITHOGRAPHING DIVISION 

SALES AND SERVICE OFFICES: . * ERIE LITHOGROPHING & PRINTING DIY 

ATLANTA CINCINNATI LOS ANGELES. PALMER ADVERTISING SERVICE DIVISIO 

BALTIMORE CLEVELAND KANSAS CITY 
BOSTON DETROIT MILWAUKEE 

BROOKLYN ERIE, PA. MINNEAPOLIS 
CHICAGO INDIANAPOLIS NEW YORK 


SION 


W F POWER 


























This is a well-known example of a Package that 
Sells — by Ritchie. We will be glad to show you 
how your package can be made te combine 
economy, distinction and new merchandising 
value. Write for full particulars of the free design 


service offered responsible manufacturers. 











RESEARCH MAN MEETS REBUFF! 


Seriously, do your customers NEED — could they 
USE — a “permanent” package? Would they — 
could they afford — to pay extra for your product 
to get it? And even if they would (and could) once 
— what about repeat sales? Can you expect them 
to continue to pay a premium for your product just 
to get a package they already have? 

Ritchie says no. Ritchie places its 72 years of 
packaging experience, its modern manufacturing fa- 
cilities, its versatile design talent, behind the set-up 
paper box. Because the set-up paper box is econom- 
ical without being cheap. Because it permits great 
flexibility of design and the distinctive and appeal- 
ing use of several colors. Because it most effectively 
accomplishes the primary purposes of any package 
— to protect the product; to enhance the sales 
value of the product itself! 


Set-up Paper Boxes — Fibre Cans 


W. C. RITCHIE AND COMPANY - 8849 BALTIMORE AVENUE - CHICAGO 


NEW YORK DETROIT CINCINNATI 


LOS ANGELES ST. LOUIS ST. PAUL DENVER 
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Beech:-Nut 
wins 


A Quality Product 


calls for 
Quality Packaging 


[~6—STECHER-TRAUNG 


LITHOGRAPH 


CORPORATION 
ROCHESTER SAN FRANCISCO 








Beech:Nut 
ASSORTED BISCUITS 


UNFILLED 


BEECH-NUT WIN S 


WITH THIS STECHER-TRAUNG 
DIRECT COLOR PHOTOGRAPHIC WRAP 


Silver Award — Opaque Wraps Division — All-America Packaging Competition 


Made by the firm that has pioneered the development of the four color lithographic press and the direct 
color process—as of a hundred other improvements—in the production of fine wraps, labels and displays. 


For fine color lithography there exists no better combination of achievement, plant and personnel than 


that afforded you by Stecher-Traung. 





NATURAL COLOR PHOTOGRAPHIC 
REPRODUCTIONS OF EVERY DESCRIPTION 


COLOR LITHOGRAPHERS, DESIGNERS & MANUFACTURERS OF CARTONS 
LABELS, SEED PACKETS, DISPLAY ADVERTISING & BOOKLETS 

















BEECH-NUT WINS 


WITH THIS STECHER-TRAUNG 
DIRECT COLOR PHOTOGRAPHIC WRAP 


Silver Award — Opaque Wraps Division — All-America Packaging Competition 


Made by the firm that has pioneered the development of the four color lithographic press and the direct 
color process—as of a hundred other improvements—in the production of fine wraps, labels and displays. 


For fine color lithography there exists no better combination of achievement, plant and personnel than 


that afforded you by Stecher-Traung. 


NATURAL COLOR PHOTOGRAPHIC 
REPRODUCTIONS OF EVERY DESCRIPTION 


COLOR LITHOGRAPHERS, DESIGNERS & MANUFACTURERS OF CARTONS 
LABELS, SEED PACKETS, DISPLAY ADVERTISING & BOOKLETS 
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@ Whether your original design or ours 









is developed —Gorham molded packages 






qualify consistently as winners! 


@ Why not assure yourself of 1938 
profits? Have sales-appeal built right 








into your product by specifying Gorham 






services at the start! 






@ A consultation with prolific idea-men 
may mean the difference between medi- 






ocrity and success —~ yet involves no 






obligation. 














Plastics Division 


PROVIDENCE, RHODE ISLAND 





ELECTRIC SHAVER CASE 
Remington-Rand 
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- SALES SKY-ROCKETED 


when this AMERICAN LABEL CO. 
BOX WRAP WAS ADOPTED 










AND NOW 
IT WINS 
ALL-AMERICA! 


As soon as Webster-Eisenlohr, Inc. introduced this display-demanding printed foil wrap 


for the Cinco cigar box, sales zoomed so high that for months demand exceeded supply! 


And now this wrap, so popular already with the public, receives the added praise of the 
All-America judges. 


Examine the Cinco wrap. Note the clearness and uniformity of the print, the perfect regis- 
ter, the brilliance of color, the superb embossing effect. These are the contribution of 


American Label... the things that attracted the judges, caused the public to buy. 


Cinco is one conspicuous example of the many products for which American Label 


packaging has created sales volume. 


Let us help you increase your sales. Why not have one of our representatives call today? 






AMERICAN LABEL COMPANY 


216 WEST 18TH STREET «© NEW YORK CITY 
“SUBSIDIARY GENERAL LITHOGRAPHIC CORPORATION 











e Made Them For gf 


LISTERINE 


We Can Make Them 4 : 


For You a 
Candy, Fruit ) 
Cakes, 

Cosmetics, 

Hosiery, 

Liquor, 

Soaps, 

etc. 


made these 


LEATHER-LIKE 


Distinctive—Useful—Desirable 


BEAUTIFULLY EMBOSSED 
SALES RECORD PACKAGES 


DO YOU WANT 


| Something | Something 
Different New 
Irresistible 
Then Let DURAND 
Estimate and Design 
Shape— Size— Color & Display 
of Your 1938 Leatherette Package 








RAND MANUFACTURING COMPANY 


OFFICE and PLANT: 231 Green Street, Chicago, Ill. 


New York Office 225 Fifth Avenue 





Modernize 


YOUR 
PRODUCT 
WITH 


AMCOTE 


E ARISTOCRAT OF CARTONS 


Discriminating executives in all lines of 
business are constantly on the alert for ideas 
that will increase sales. 





The first rule for successful selling is to 
increase the attractiveness and eye-appeal of 
the product. By modernizing your carton, you 
modernize your product and receive maximum 
returns in increased sales. Lamcote should be 

an indispensible part of your selling idea. 


A Lamcote carton will emphasize the superior 
quality of your product because it is in itself a 
superior carton. It gives to the container the 
glittering luster and the factory freshness which 
is not only desirable, but necessary to glamorize 

the products themselves. 


@ This transparent, cellulose film not only makes 
the product more attractive, but it has the added 
advantage of providing a protective coating for the 
printed matter; moisture-proof, dust-proof, soil-proof, 
scuff-proof, crack-proof. 


THE LAMCOTE WINDOW CARTON ENABLES 
THE CUSTOMER TO SEE WHAT HE IS BUYING 





ddress your request for samples and full information to: 
ARVEY CORPORATION, 3462 North Kimball Avenue, Chicago. 






















BOURJOIS — The rich 
beauty of the new Bourjois 
“Evening in Paris” compact 
is enhanced by a specially 
designed set-up box cov- 
ered with Riegel’s Nebulon. 


AERO (By Hershey)—An 
unusual and remarkably 
tasty innovation among cho- 
colate bars. Its transparent 
golden glassine over gleam- 
ing foil, creates a wrap that 
will really stand out and 
catch the buyer’s eye on 
any candy counter. 


RIEGEL PAPER 





Riegel Papers can meet almost any 
packaging problem—regardless of 
whether the desired solution is sales- 
appeal, protection, production effici- 
ency or just plain economy—for the 
Riegel Mills produce the greatest 
variety of packaging papers 
available from any one source 
today. Here are a few recent 
packages that have adopted Riegel 
Papers. Write for our 1938 Pack- 
aging Portfolio and see if we 
cannot also be of service to you. 


SCRIPTO — An ever- 
popular automatic pen- 
cil, complete with extra 
leads and erasers, in an 
attractive Christmas box 
covered with Riegel’'s 
Mother-of-Pearl 
Crystallon. 


CORP., 342 MADISON AVE., NEW YORK, N. Y. 





IPANA—A new 
method of transpar- 
ent bundling for 
convenient dealer 
distribution. One 
dozen packages 
wrapped and heat- 
sealed on a semi- 
automatic Miller 
machine with 
Riegel’s Diafane. No 
labeling, no gluing 
and low labor costs 
make it cheaper 
than ordinary bund- 
ling — with a far 
more attractive ef- 
fect. 
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BAND-AID — One of 
Johnson & Johnson's 
popular first-aid helps. 
A speed bandage for 
minor injuries, available 
with either mercuro- 
chrome or borated pad. 
Each one individually 
wrapped in printed 
Riegel’s Glassine. 
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Expert Packaging 
takes Lawn Seed, Nails 
and Needles to the home! 


MERCHANDISING 
opportunities for count- 
less products await skill- 
ful Packaging design 
and color treatment. 


FAMILY 
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SEVER 
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Milford 


Let “NATIONAL” 
Research Laboratories 
and Packaging Experts 
prepare a ‘“‘different’’ 
container approach to 
your selling problem. 


‘““NATIONAL”’ SAYS... 


| eat” 


TO YOUR PRODUCT! 


NATIONAL CAN CORPORATION 


SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 


EXECUTIVE OFFICES e 110 EAST 42nd STREET - 


Sales Offices and Plants @ NEW YORK CITY + 


BALTIMORE + MASPETH,N.Y 


« CHICAGO «+ 


NEW YORK CITY 


BOSTON «+ 


DETROIT 


* HAMILTON, OHIO 
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ie this.. 


action — sound —eolor.,. 


,> 


—tops in attention value. This powerful combination 
dramatizes the packaging industry in “Over the Counter 
and Off the Shelf” — Modern Packaging Magazine’s new 
motion picture. » We produced this film. We know that 
Modern Packaging has found motion pictures invaluable 
in their promotional program. We know that our other 
clients, in widely diversified lines of business, are spend- 
ing more and more of their advertising dollars with us. » 
Do you know what motion pictures can do for you? As 
producers of both 16 mm. and 35 mm. pictures — silent, 
with sound and in color — we are in a position to offer 
expert and unbiased advice on the type of film which will 


do the job you want—and do it within your budget. 


T. W. WILLARD MOTION PICTURE COMPANY 
130 WEST 46TH STREET, N.Y.C. 
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Armour & Company’s Luxor Gift Package 
for 1937 — one of their most successful. 
Wood carcass — metal sheathed — exqui- 
sitely simulating chased silver. Idea, 
design, and production by the S. K. 
Smith Company. 


CFR SR BIE BE PIR. on 


“A production job ... yet every box of 


Ps eeebate m bats bhstohbt-Vi hab at-balelopa-bad-Yo Myo) of-T- Fae 
Batol WN -> <o:) oh sob at-¥ ME-h oy ol-v-)M-bate Mable daMm7-T 05K: 
baaheya-y--3 Copal 


The Smithcrafted process makes possible 
not only new ideas in gift packaging, but 
accurate reproduction in any quantity — 
1,000 or 100,000 — within merchandising 
price limitations. 

Can be had in almost any conceivable 

ye i-Yoh mus a copaa-paat-V0C-\-) ado M C-bae(:\-1mey Me abt: bate 

tities without penalty of excessive mold 


roy Me BU: Wole)-9 Mem aXe (-Ba-balei- Mey Maat-Ga-) ot. tC weee 
(oF wot-¥-1-1-1- Mo} M00 oh a-) board or wood. 


THE S. K. SMITH.COMPANY 
2857 N. WESTERN AVE. » CHNGAGO, ILLINOIS 


- SMITH 
CRAFTED 
CHICAGO 









Gor the 4th time, Hycoloid produces a : 
~ PRIZE-WINNER vii 


transparent “LINBREAKABLES P 


See—or feel Hycoloid—and at once its packaging possibilities are 
apparent. Trim-looking, featherweight and resilient, it is ‘public 
preference No. 1” for pocket, purse or household use—because it won't 
break—is made in all colors—its labeling processed in production. 


What a lot of prize winning characteristics! Ask about Hycoloid! 


HYGIENIC TUBE & CONTAINER CO. 


50 Avenue L pole Newark, N. J. 
CONTAINERS SPECIALTIES 


VIALS 
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CLOSURE SENSALTTON/ 


... for every kind of thick, sticky, or oily liquid! DRIPCUT’S 
magic slide, with razor action cuts off the flow while con- 
tents are pouring. No run-down the outside of the contain- 
er to form aggravating rings on tables or shelves. 
SPECIAL! No Waste...No dust...No flies... Perfect Sanitation! 

Stainless steel Drip 
cut Closures for Ketch- 
up bottles. Dripcut 
prevents black, pois- 
onous formation. 

# 

SERVERS: 

22 styles, handles in 
assorted colors. . 








Packers: Dripcut closures for standard jars, 32 to 84mm. 


Premium Buyers: Dripcut servers make outstand- 
ing premiums. 


Wholesalers and Retailers: Complete Dripcut 
Servers for Hotel Supply Houses; Railway and Steamship 
Lines, Restaurants, Fountains, Tearooms, Institutions..... 
Hardware Stores, Beauty Shops, Novelty and Gift Stores, etc. 


NA-MAC PRODUCTS CORP. 


1027 SEWARD HOLLYWOOD, CALIFORNIA 


aN DRIPCUT SERVERS CAPACITY 6T0 4807. A SS 
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CELLULOID CORPORATION 
SCORES AGAIN AT THE 
ALL-AMERICA 
PACKAGE COMPETITION 








(PROTECTOID) 


















GOLD AWARD w-s.simm&co,ta., GOLD AWARD tothetnsuliteCo.of SI LV ER AWARD oo st. Mary's Woolen 





St. John, N.B. Designed by: E.W. Reynolds & Co., Ltd., Minneapolis, Minn. Designed by: Charles K. Mfg. Co. of St. Mary’s, Ohio. Designed by: R. C. French 
Toronto, Canada. Manufactured by: The Dominion Foslien of the Insulite Co. Printed by: Milprint, of the St. Mary’s Woolen Mfg. Co. Printed by: L. A. 
Paper Box Co., Ltd., Toronto, Canada. Transparent Inc., Milwaukee. Transparent Wrap: LUMARITH Liebs Co., Inc., New York City. Transparent Container: 
Material: LUMARITH $(Protectoid) — a Celluloid (Protectoid) —a Celluloid Corporation product. LUMARITH— a Celluloid Corporation product. 


Corporation product. 


UTSTANDING awards at the Packaging Show— and leadership in 
sales appeal all year ‘round! That’s the story of Lumarith, the 


modern transparent packaging material! If you are working ona 
Lumarith packages always look as fresh and inviting as the day they transparent package... 





leave the factory — sparkling, crystal-clear! Lumarith does not shrink 
or stretch. [t never splits or tears or wrinkles. [t does not discolor or dry 
out with age. It is water-proof and grease-proof, and is not affected by 
temperature or humidity changes. It does not tarnish highly polished 
metal parts. [t cements easily and permanently (actually a weld). It has 










a perfect printing surface. 

Available in thicknesses from .00088" thin to as thick as required, 
Lumarith is eminently suitable for all transparent packaging applications, 
rigid and flexible. Packaging Division, CELLULOID CORPORATION, 
10 K. 40th St., New York City. Est. 1872. Sole Producer of Celluloid and 
Lumarith. (Trademarks Reg. U.S. Pat. Off.) 














IMPORTANT NOTICE Protectoid Transparent Packaging Material hasnow beengiven 


the name Lumarith, the world-famous plastic from which it is made... Celluloid Corporation. 
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@ STAR SALESMAN 


Use T & T Perfect-O-Cut labels that are designed 


by creators of distinctive packages. 4 ; 


Increase your markets by increasing the eye ap- 








peal at the point of sale. : : : ‘ 
a 
Identify your package with a mark of merit. 






(Ihe ' TABLET & 'TICKET CO. 


LABEL DIVISION 
1019 WEST ADAMS STREET, CHICAGO, ILL. 


115 EAST 23rd STREET 407 SANSOME STREET 
NEW YORK, N. Y. SAN FRANCISCO, CAL. 


“a Mlore plants use: i 
“ QO rae s-shipped _promptly rs; 
| j makeready froithie. 
Dicravitity : sid 
‘ Steet cutting, creasing, perforating and 


’ wave rule . 


‘ v ww sey ’ : ; j 
HL. been the.standard “for 40 years 
AL, | Every piece guaranteed ~ ~ 
) a, Dong runs are;assured 


~\ ‘ Te : 
«J. F. Helmold.& Bro., Inc. 
1462 Custer St. 
' GHICAGO 
Established 
. 1881 


+ 




















NEW PACKAGING MEDIUM... 
The Reynolds Metal bag used for Chase & Sanborn 


Coffee provides a new packaging medium. Designed for 
high speed, fully automatic forming, filling and sealing. 
It combines economy, display value that creates sales 


and product protection that builds repeat business. 





( 





YNOLDS METAL PACKAGING INCREASES SALES 
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NEW DEPARTURE... Reynolds Tri-Seal wraps for 
flavor and aroma protection...Reynolds Metal box 
labels for beauty and display value... This unbeatable 
combination provides an economical new departure in 
cigar merchandising that is winning new friends for 
Cinco and other popular brand cigars, every day. 


REYNOLDS METAL PACKAGING INCREASES SAL 
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( ie DUFF & SON 
f |: INC. 
j f ADDWATER.MIX,BAKE ous" | 
q F Thals all! 144 OUNCES 
ai 
pus 
, | 
f i 
at 
a 
f | PROTECTION PLUS... Reynolds Metal Titewraps makelevery pack- 
age of Duff Cakemix a silent salesngin in the retail store.@Real metal 
f | protection plus outstanding attentiog@-value, the characteristic Reynolds 


combination, is contributing to the ghenomenal increase in the sale of 
Duff Cakemixes throughout the coumfry. 







INCREASES SALES 





EYNOLDS METAL PACKAGING 
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RESULTS TELL 
| THE STORY... 


t\" ... Now famous for performance, the Reynolds Metal wrapped California Sunsweet 
Prune package has been steadily building sales for this All-American favorite for 
the past two years. Let us show you how economically this sales-productive 


material can be incorporated in your 1938 merchandising plans. 





REYNOLDS METAL PACKAGING INCREASES SALES 
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iw tHE WALLACE 


STANDARD OF EXCELLENCE 
THESE SET-UP BOXES 


HELPED PINAUD WIN AN 


ALL-AMERICA AWARD 
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When the Pinaud Co. was preparing its All-America construction, their quality of materials, efficient, 
gold award family of packages, they selected the economical production, etc., have made these set-up 
Wallace Paper Box Corp. above all others. “Wallace” boxes, in many people’s opinion, the outstanding job 
produced for them a product commensurate in every of the Competition. 


way with the attractiveness and quality of the whole ; 
. Superb as they are however—in no respect do they 


2 line. : 
differ from the usual standards of appearance, con- 
' The remarkable beauty of these “Wallace” Boxes, struction, and workmanship of all “Wallace” 
the protection they offer by their sturdy, sound boxes. 


Wallace Paper Box Corp. 
609 WEST 51st STREET 
NEW YORK CITY 
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You HAVE HIM HALF SOLD 


— when Western Union Delivers the Sample 


Wun you spend dollars in styling For every kind of sampling job, for delivery 
your container, remember that it and setting up displays in stores, Western 
costs no more for ‘mpressive delivery of | Union Messengers are trained, kept under 
samples. It’s the first impression that _ skilled supervision, are dependable. This 
counts —that keeps your samples out of _ service is available in one city or all over the 
the waste basket and off the laboratory country. Ask the nearest Western Union 
shelf. Manager for details. 


Some of the Many National Advertisers Served by Western Union 


SMITH, KLINE & FRENCH—Now _ F. & F. LABORATORIES — Fifth LIFE SAVERS, INC.—Over 
making tenth delivery of samples consecutive season with us; 30,000,- 10,000,000 samples distributed. 
to all physicians in United States. 000 cough drop samples to office sini 
McGRAW ELECTRIC Co.— — and dealer packages to all 
Telegrams, followed by photographs congas. 
and packages. Also demonstrations CHAS, H. PHILLIPS CHEM. CO. 
of Toastmaster. Twice a year, samples to all dentists. 


WESTERN UNION Everywhere 
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COLGATE-PALMOLIVE-PEET 
CO.—60,000,000 premium folders 
delivered in five years. 
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In March 1888 Mr. A. Keller-Dorian 
created the first VELOUR PAPERS— 
MARCH 1938 FINDS KELLER-DORIAN 


VELOURS still supreme... still winning 


in ALL-AMERICA package competitions 


This year, the London House set-up box, employing The appearance, the texture, and the quality of Keller- 
Keller-Dorian maroon velour, wins the Gold Award in Dorian velour are, however, merely typical of the 
its group. whole Keller-Dorian line of papers . . . papers of dis- 
tinction, character and luxury. 

The exquisite range of colors in Keller-Dorian velour 

plus the quality of the material and the high stand- We shall be glad to cooperate with you, your design- 
ard of workmanship make it the ideal paper for your ers or your boxmakers in selecting the ideal velours, 
use. foils or fancy papers for your packages or displays. 





KELLER-DORIAN 


PAPER COMPANY, INC. 


390 Fourth Avenue 
New York City 








THIS PRIZE 


WINNING DISPLAY 
GETS LOTS OF HEINZ yas! SOUPS 


CREAM OF MUSHROOM 


PUNISHMENT ON OLD FASHIONED BEAN fa GENUINE TURTLE 


CREAM OF TOMATO 
E 
B US ¥ we) ‘@) D CORN CHOWDER VEGETABL 
CREAM OF PEA CLAM CHOWDER 
VEGETABLE BEEF CHICKEN- NOODLE 


COUNTERS LARGE BOWL 15¢ 


but it can stand it and stay attractive 


because it’s a HELMCO DISPLAY 


Helmco Metal displays are more than mere backdrops for your product. 


They are designed to serve your dealer ... and thus serve you... for a long 
period of time. 

For Heinz’ we developed this specially finished unit of gleaming metal and 
enamel, to provide a perfect presentation for Heinz’ Soups... heating... 
preparing ...- serving their product. 

For you, too, Helmco can devise a unit... fitted to your special needs, keyed 
to the requirements of your market, priced to the level your product can 


afford. We invite your inquiries . .. pledge you the full cooperation of 


HELMCO, INC. 


844 W. Jackson Blvd., Chicago, III. 


Helmco engineers. 
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Crow cLosures 


“BETTER SEALING FOR 
BETTER BUSINESS” 


SCREW CAPS VACUUM CAPS CROWNS 
MASON CAPS Vv. P. O. CAPS LUG CAPS 
DOUBLE SHELL CAPS CAPPING MACHINERY 








COSTLY --- but necessary 





Courtesy Pennsylvania Railroad 





Foor BY FOOT the “track gang” goes over the rails 











and ties. It costs the railroad a lot of money. But this careful 
attention to detail is necessary to make sure trains run 


smoothly and without interruption. 


In making Crown Closures there’s the same careful at- 
tention to detail. This extra care is costly. But nothing is 
left undone to give you the finest closures money can buy. 
That’s why you can always rely on Crown Closures for 
smooth production in your plant and uniform, dependable 
sealing on your products. Get samples and compare them. 


They’re yours for the asking. 


CROWN CORK AND SEAL COMPANY e BALTIMORE, MD. 


World’s Largest Makers of Closures for Glass Containers 














THREE WIN] eel ae eee Volatile, HONORS 


SILVER AWARD 
Plastics Division 


Demand for Kem Playing 

Cards in this smart set-up 

box exceeded production. The 

outer box, by Dennison, con- 

tributes much to the eye- 

appeal and sales-appeal cf 
this smart unit. 
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GOLD AWARD 
Bag and Envelope Division 


This Chase and Sanborn Coffee Bag so 

far surpassed all runners-up that it 

received the only award in its class. 

The use of Dennison foil tape plays no 

small part in the effectiveness of this 
modern package. 


BRONZE AWARD 
Label and Seal Group 


A sensation at the All- 

America and a sensation in 

the store—this Macy trio of 

toiletries for men. The set-up 

box and labels by Dennison 

reflect masculinity, smartness 
and luxury. 


DENNISON creates Sales-Winners 


as well as Prize-Winners 


Dennison 


MANUFACTURING CO. 


FRAMINGHAM 
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Tus to Dennison for help in plan- 


ning your packages. Dennison covers almost the whole 


packaging field . . . favors no medium above another. 


% We can “fit in” as you wish—design a complete pack- 


age or a line of them... or simply contribute a box, a 


MASS. 


label, a seal, an envelope, a wrapping. %& Call upon the 


creative ability and the production facilities of Dennison. 
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THE SHIPPING BOX IS 


eng 


IF IT'S MADE BYH& D 


* 


Meet the Package Engineer. 


His job is to improve pack- 
aging methods—to reduce. 


shipping costs. He takes the 
hard-to-package product 
and develops a shipping box 


| . _ of streamlined simplicity 
-_ withall the protection afford- 


ed by H&D corrugated box 


Sea board. Engineered shipping 


boxes save time in packing, | 


eliminate breakage intransit, 


increase customer good will. 
Get acquainted with the 


Authority on Packaging! 
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INDE & DAUCH * Authonily on Packaging 
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SCORES AGAIN 


This year providing the foundation 
for the Gold-Award Set-Up Boxes 


Perfect boxboard, we have insisted for many years, is the founda- 
tion of a fine box. So it has proved in the past... and so it 
proves once again, when the All-America board of judges selected, 
for gold award in the Set-Up Box Division, these London House 


Boxes by Karl Voss . . . made with Butterfield-Barry Royal Satin 


board. 
As specialists, for over eighty years, in the making of quality 


boards for both set-up and folding boxes and in single and double 
lining, we can help you and your boxmaker create finer packages 


by providing the world’s finest boxboard —-Royal Satin. 


THE BUTTERFIELD-BARRY COMPANY 


174-178 Hudson Street New York City 


OLDEST ESTABLISHED PAPER BOARD DISTRIBUTORS IN AMERICA 
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TheWew METAL BOX 
That Cooperation Built 


LEMSON BROS., INC., and the Victor Saw Works, 
manufacturers of hack saw blades, had a packaging 
problem. Their old container was constantly creating 
difficulties in shipping and handling. It rarely outlasted 
the complete sale of its contents. 

Finally, this problem was brought to Continental. A new 
package must be designed which would overcome all the 
disadvantages of the old container. And, as a result of 
Continental’s close cooperation and understanding, you see 
here a new metal box which is being widely proclaimed 
by the trade everywhere as a merchandising triumph. 

Containing almost two and a half pounds of saw blades, 


this new metal box takes up 20 per cent less room than 
the cardboard slide-type box, stacks easier and keeps the 
product in better condition. Its attractive label is perma- 
nently lithographed on the metal and is impervious to 
staining, scuffing, tearing and change. In addition, the 
empty box has a definite re-use value, adding to its 
popularity. 

This same high type of cooperation is offered to all 
manufacturers with a packaging problem. You'll find us 
equipped to render a complete packaging service that 
includes designing, development and market research. 
Let us help you. 


CONTINENTAL CAN COMPANY 


NEW YORK 
MONTREAL 


CHICAGO 
TORONTO 


SAN FRANCISCO 
CANADA 


MARCH 1938 65 





Since the First Competition 


SEFTON FIBRE CANS Have Won 
SIX ALL-AMERICA AWARDS! 


e 
4 


MN eee 4 
ve LEH Bere 


| 


| a 
« 


(tkL ine 


ut 


1937..AND NOW.. MOR- FUN POP CORN by ROLAND MEYER 


We've seen the All-America grow to the all-important influence it is today in packaging. We've 
seen stiffer competition come along with ever higher standards of design and construction. 


And still Sefton fibre cans go on winning awards—the sensation of the industry. 


We can explain it only in terms of our merchandising ingenuity, our ability in design, our effi- 
ciency in production, and the quality of our product that have convinced hundreds of manu- 
facturers—and five sets of All-America judges that Sefton fibre cans are sales-winners as well as 


award-winners. 


For your product too, Sefton offers the acme fibre can ... PLUS the services of two plants and 
more than twenty-five sales offices throughout the country—your guarantee of dependable 


service, low cost production, and a product of consummate quality and sales-appeal. 
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SEFTON FIBRE CAN COMPANY 


St. Louis, Missouri - Plants—Maplewood, Missouri - New Iberia, Louisiana 
DISTRICT OFFICES: Los Angeles. Calif. San Francisco, Calif. Denver, Colo. Tampa, Fla. Chicago, Ill. Peoria, Ill. 


Indianapolis, Ind. Terre Haute, Ind. Des Moines, Iowa. New Iberia, La. New Orleans, La. Boston, Mass. Detroit, Mich. 
Omaha. Neb. New York, N. Y. Cincinnati, Ohio. Cleveland, Ohio. Oklahoma City, Okla. Pittsburgh, Pa. Memphis, Tenn. 
Nashville, Tenn, Dallas, Texas. Houston, Texas. Salt Lake City, Utah. Seattle, Wash. 

















The Gold Award 
\e defup Boxe goes to 


om a acka es, skill full 
e ‘ pachgey se 


/ 


/ 
clesiqned and MeN 


Karl\\Voss mee 





KARL VOSS CORPORATION NEW JERSEY 


Division of Shoup-Owens, Inc. 


HOBOKEN 
























SYLPHRAP 


SYLVANIA CELLOPHANE 
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‘ FREDERICKSBURG, va. ESTABL' 


OR YEARS many of America’s leading products have been wrapped in 
SYLPHRAP-Sylvania cellophane. It is the manufacturers’ and the consumers’ assur- 
ance of protection, cleanliness and freshness. | SYLPHRAP, with its remarkable, 
never changing brilliancy, its crystal-clear transparency, possesses the magnetism 
and vital sales compelling force which stimulates sales — it combines beauty and 
utility. @ Constantly increasing demands for Sylvania cellophane have necessitated 
yearly increases in plant equipment and production, presenting concrete evidence 
that SYLPHRAP is ‘‘Quality’s Best Attire.’ @ SYLPHRAP is made in sheets and rolls, 
greaseproof and moistureproof, in clear colorless and twelve brilliant colors. It is 
manufactured by our converters into bags, envelopes, cigar tubes, window ‘cartons, 


resale rolls, printed wraps, ribbons, cord, and many other items. 


Write for color chart and price list 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 East 42nd Street, New York 


a QUALITYS 
BRANCH SALES OFFICES = ATTIRE PACIFIC COAST 
ia Blake, Moffitt & Towne 


Offices and Warehouses in Principal Cities 






427 West Randolph Street, Chicago, III. 
120 Marietta Street, Atlanta, Ga. 

809 Santa Fe Building, Dallas, Tex. 
201 Devonshire Street, Boston, Mass. 
260 South Broad Street, Philadelphia, Pa. 








CANADA 
Victoria Paper and Twine Co., Ltd. 









Toronto and Montreal 














Bronze award, 
Closure Group 
1937 All-American 
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Component parts, left to right: 





rubber stopper with glass air 





intake and a hole for dispens- 





ing; Aluminum collar to hold 





stopper in place; rubber liner; 





embossed Aluminum disc; tear- 





off portion of Alseco Goldy Seal. 













TAILOR-MADE 





—_ 
( ALGQECOY 
Trade Mark Reg \ = £59)) U S. Pat. Of — Seals 


SEAL TIGHTER—OPEN EASIER 











We hawe/tuwets! 


THIS prize-winning closure is a perfect example of 
how Alseco Seals solve knotty problems. It’s an Alseco 
Goldy Seal applied over an ingenious dispensing 
device perfected after years of experimenting with a 
package for intravenous solutions.* 

Many such feats of design, impossible with other 
closures, can be performed with Alseco Seals. The 
reason is this: they are rolled-on. Tailor-made. That 
means automatically fitted to the contour of the con- 
tainer at the time of sealing. This permits application 
over special neck shapes or dispensing devices. Per- 
mits vacuum sealing, if desired. Tamper-proofing, too. 

For samples of all the different types of Alseco 
Seals, write ALUMINUM SEAL COMPANY, 1345 Third 


Avenue, New Kensington, Pennsylvania. 
* * + 


*This package was developed cooperatively by Don Baxter, Inc. 
of Glendale, Cal., Baxter Laboratories, Inc. of Glenview, Ll. and 
College Point, N. Y., and Aluminum Seal Co. Distributed east 


of the Rockies by American Hospital Supply Corp., Chicago. 
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wo tterly Di: ferent Labels | 
BUT BOTH ARE ALL-AMERICA WINNERS © 
AND BOTH ARE KRAUSE PRODUCTIONS 


wee sit penaeiy 











EE SO 











For Pinaud's new package family, Krause produced this series of 
colorful, eye-commanding embossed foil labels . .. each an example 
of the finest standards of design and production and all, combined, 
providing the perfect keynote for a perfect cosmetic package family. 











5 2 





For Dry Pique, a Seaman Bros. product, the Krause 
organization produced these printed foil canister 
labels, lending distinction and eye appeal to a new 
product in a highly competitive field. 


FOR YOR PRODUCT . . . Krause de- 
signers . . . backed by the forty-six year 
tradition of Krause craftmanship in plate and 


die making, in engraving and embossing, in 


printing, and production . . . can provide 


equally effective labels and seals . . . 
whether you make groceries or cosmetics 


. . . or any other quality items. 





DHARO M. KRAUSE, ING. 


EAST 


19TH 


STREET, 


i a ee a OS Gn ae 


OF COURSE, IT’S UNUSUAL 


THAT'S WHY IT WON A GOLD AWARD AND 


WHY IT HAS MADE A PHENOMENAL SALES 


RECORD FOR LARSEN BAKING COMPANY! 


Not the kind of thing you'd ex- 
pect to see win a packaging 
prize? Then stop and think a 
moment. 


Isn't a fine package one that 
arouses interest? One that pre- 
sents a novel, eye-commanding 
appearance? One that en- 
hances the appearance of the 
product while affording excellent 
display? _Isn’t it a package that 
does a selling job... with no 
trouble and at low cost? 


Righto . . . and that's why the 
judges selected this Kromex Chro- 
mium Bowl and tongs as used to 
market Larsen’s fruit cake. 


What other Kromex Chromium 
Packaging Specialties are there? 
Dozens . . . adaptable to almost 
unlimited promotional use. Beau- 
tiful nut bowls, and sewing boxes, 
toast sets and vegetable dishes... 
and each has proven a novel, 
valuable, display & re-use con- 
tainer, each has proven a phe- 
nomenal  sales-builder. Consult 
Kromex before you plan your 
next promotional package. You'll 
find it pays. 


KROMEX 


CORPORATION 
CLEVELAND, OHIO 
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Carlyle’s pride in winning this award of distinction 
may be equalled only by our™ pride in having de- 


signed and produced these prize winning packages. 


An organization of craftsmen skilled in the designing and 


manufacturing of fine Folding and Set-Up paper boxes. 


Eastern manufacturers desiring a western source of supply 


for their paper boxes and cartons write or wire to 


ANDARD PAPER BOX CORP. 





ANIGRAPHIC PROCESS 


In ONE Short Year 


Has Proved the Labeling 
Sensation of the Century 


And NOW 


deserved recognition via the 


All-America 


and the 


Irwin D. Wolf Awards 


for the 
Anigraphic Labeled 
London House Containers 


Through the unique, patented Anigraphic Process, designs and 
decorations may be applied in exact detail, in one to four colors, 
in a single operation, directly to glass, plastics, pottery or metal 
surfaces. This modern method of labeling has had a wide application 
in the cosmetic, drug, food and beverage fields, its users enjoying 

/\ complete immunity from all labeling problems. Reasonable cost, 
and the fact that Anigraphing becomes an integral part of the product 
to which it is applied . . . these are added advantages of this modern 
merchandising aid. 


Anchor Hocking Glass Corporation 
Lancaster, Ohio 


‘ANIGRAPHIC [ioe 


PROCESS, INC. Je YK 
305 East 45th Street, New York City Ye - ie. 4 


MUrray Hill 4-0136 
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Cutting 


IS THE WORD FOR 





EXCELEO 


REG. U.S. PATENT OFFICE 
[etisalat aioe 
Siena eal ceeeeliiiientn 
dW syeXOy 
— i 
WS NSED UNDER OR PROTECTED BY ONE OR 
E OF THE FOLLOWING U. S. PATENTS 
. 1,406,148—1,867,405 AND 1,867,314. 
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Made of 


Cellophane 


THE FINEST AND MOST COM.- 
PLETE LINE OF DECORATIVE 


TYING RIBBONS MADE 


FREYDBERG BROS., INC. 


Stamford Conn. 
EXCELL -O RIBBONS are made in England by THE DENNISON a's (@une@) mere) cs ees 
MIN OA 
PARK ROYAL 
Ae) N.W. } 
N MF rc 


302 BAY STREET 
TORONTO, CANADA 











1) " 4" 7/16" 
VV" 5/16 5/16 Red i," Pebble- 
Plain Greetings Polka White Brilliant 


Excell-o & Bell Dot Blue Tone 
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4 
Three Color 
Poinsettia 


Exsilvo 


Foil & Leaf 
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IBBON 


PROTECTED BY ONE OR 











® LICENSED UNDER OR 
VAX @) 1 ae @) ee Ol oe | oe 4 OO mee PATENTS 
NOS. 1,406,148 —1,867,405 AND 1,867, 314. 
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You can secure more than one thousand different varieties of 
Excell-O Ribbon. Or you can have your own special design or 


color scheme made, quickly, to order. 


Every variety—from the brilliant, new Exsilvo Foil to the exqui- 


FSUCeM 24-90) o) C1 Coy ol-W able) oles et-ted ele t-Miel--1-Miebbeler MbeMereyeebseloyet 


Ease of tying ... which means low labor costs to you. 
Strength... unusual strength to withstand all retail 
hazards. 


Commanding Display Value...the ability to make 
your package the center of interest, despite the 
strongest competition, plus 


Surprisingly low cost... far lower than you'd expect 
when first viewing the beauty of Excell-O Ribbons. 


Add these qualities up and they spell SALES... sales for your 
product as for thousands of other items from the little luxuries 
fo) am eX- Mao bbe oC ME} (0) aT ME CoM Uo--b coat bt-StC-Mmoloob et) (-t-Mle) Mi lel-MBreles-1mE-> col tbe 


sive shops. 


To make the point... once and for all...in terms of your own 
product... we suggest a simple test. Send us your package 
today... NOW... and we will return it to you, sans cost—sans 


obligation—appropriately tied in Excell-O Ribbon. 


FREYDBERG BROS., INC. 


Stamford Conn. 


EXCELL-O RIBBONS ARE MADE IN CONTINENTAL EUROPE BY THE 
SOCIETE ANONYME FREYDBERG FRERES 
11 ET 13 RUE DES CAMELIAS 
ALFORTVILLE, (SEINE) FRANCE 
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Your product, sealed in quality is protected by the } ‘ 
quality material and quality workmanship used in pro- Case Sealing 
ducing the sealing materials. Such results are obtained 


; Carton Sealing 
when using 


Bottle Label Gums 


STAR ADHESIVES > ine Mentha 


In the packaging industry, the versatile line of Star Tin Paste 
Adhesives is recognized as the line of glues and pastes Lap End Paste 
that will at all times guarantee sealed-in quality. ; 

Hot Pick Up 


STICK to Bingham for Adhesives. Cold Pick Up 
Write for further 


BINGHAM BROTHERS COMPANY 


FOUNDED 1849 


Coety Kind of Koller and Udesive 





information. 






NEW YORK eee BALTIMORE ROCHESTER 
406 PEARL STREET 
& EMERALD & E. HAGERT STS. 131 COLVIN STREET 980 HUDSON AVENUE 
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As shippers... the units you see below look 
like this ... sturdy shipping cases... when 
they reach the store. 









Then presto...one, two, three...and 
the same cases become dominating displays 
for floor or counter. 








Merchandise Displays 


~— Get Preferred Positions 
Thanks to These 


INGENIOUS GRAND-CITY 
SHIPPER-DISPLAYS 


All the attraction and selling power of specially built displays are to be found in these 
units... colorfully printed and ingeniously designed. 







Yet, they need no separate shipment to the dealer . . . no special installations . . . for 
they are both displays and shipping cases. They protect and transport the delicately 
wrapped products right up to the point of display . . . and then provide their unusual 
selling power, at no additional cost, by serving as sturdy, eye-catching, correctly 
“‘angled’’ displays. 










Grand-City designers can plan similar units fitted to the need of your products. They 
can show you how to save money on display materials while gaining dealer good-will 
and extra sales through the use of simple, easily erected, foolproof shipper-display 
units. Write, wire or phone today and our representative will call. 


GRAND-CITY CONTAINER CORP. 


622 West 57th Street New York City 
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This Youws 
(nest -ladstic 
Vachige 


Bard -Parhet 


HE All-American Board of Judges selected 

the Bard-Parker hematological case for first 
award in the molded plastics division—because 
this, the year’s finest plastic package serves not 
only as a beautiful carrying case but, opened, 
it provides the physician or laboratory tech- 
nician with an instantly available portable 
laboratory —sanitary, handy, convenient, mis- 
take-proof! Delicate parts are protected and 


every part is in its place ready for instant use. 


This box molded of ivory Plaskon indicates 


General Electric’s ability to mold real utility 


GENERAL (% ELECTRIC 


hares in Gold Award 


into packages—to make packages that increase 


the salability of the product. 


Your product differs of course. So does your 
packaging problem. But the mold-designing 
and production facilities (largest in their field) 
that made this the first prize plastic winner, 


are at your command. 


Let your next package be made of plastics and 
let General Electric design and mold it for you. 
Write Section H-3, Plastics Department, General 


Electric Company, Pittsfield, Massachusetts. 











@ BRONZE AWARD, OPAQUE WRAPS:—Cinco Cigars, 
product of Webster, Eisenlohr, Inc. By General 
Lithographic Corp. Foil lacquer by IPI. 


@ GOLD AWARD, FOLDING CARTONS:— Esmond 
Bianket box lithographed in colors by 
National Folding Box Corp. using IPI inks. 


™ GOLD AWARD, LABELS AND SEALS:— Wm. 
Underwood Co. Lithographed can labels by 


Forbes Lithograph Mfg. Co. using IPI inks. 
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Among the winners using IPI prod- 
ucts were five medalists, four gold and 
one bronze. Fundamental research and 
careful product development have 
given IPI an outstanding position in 
the field of package printing. The 
Research Laboratories have developed 
new products which have established 
IPI leadership in the mind of the 
package printer. 

IP! VAPORIN, for e: xample, is a new 
process and material for better high- 
speed printing. Unlike ordinary inks, 
the solvents in Vaporin pass off rapid- 
ly by vaporization upon the applica- 
tion of heat, leaving the solids trapped 
and dry on top of the sheet. Vaporin 
dries in seconds instead of hours, 
permitting immediate fabrication. Off- 


Mills. 








set is eliminated and the printing is 
cleaner, sharper, more brilliant. 

IPi HOLDFAST makes possible sharp- 
er, cleaner printing—drying much 
faster than ordinary inks without the 
application of heat. With heat it dries 
even more rapidly—sheets can be 
backed up in a few hours. Its scratch- 
proof and rub-proof qualities have 
recommended it to the package 
printer. 

IPI GLOSS INKS. Besides having high 


gloss and exceptional visual qualities 


™ GOLD AWARD, SHIPPING CONTAINERS:—Goodrich 
garden hose. By Inland Container Corp. using 
process of Continental Color Corp., IPI subsidiary. 


™ GOLD AWARD, COLLAPSIBLE TUBES:— Designed 
by IPI for its Everyday Inks line. Lithographed 
in color with Lithox by White Metal ye Co 





these new gloss inks have exceptional 
working qualities. They will stay open 
on the press longer than ordinary 
gloss inks. 

IPI LITHOX prints sharper and clean- 
er than ordinary inks, transfers from 
the blanket more completely and mini- 
mizes piling in multicolor printing. 
Lithox dries rapidly with a fine hard 
film. On metal, Lithox has adhesive 
qualities superior to ordinary inks and 
an unusual drying rate. 

If you have a package printing 
problem, get in touch with IPI. A 
representative from any of our con- 
veniently located branches will help 
you, or write direct to The Inter- 
national Printing Ink Corporation, 75 


Varick Street, New York City. 


























AKRON 
ALBANY 
ALBANY . . 
ALBUQUERQUE 
ALLENTOWN . 
ASHEVILLE . 
ATLANTA 
ATLANTA 
BALTIMORE 
BALTIMORE 
BIRMINGHAM 
BOSTON . 
BUFFALO . 
CHARLOTTE . 
CHICAGO . 


CINCINNATI 
CLEVELAND . 
DALLAS 
DAYTON 
DENVER . 
DES MOINES 
DETROIT . 


FORT WAYNE . . 
GRAND RAPIDS . 
GRAND RAPIDS . 


GREENSBORO 
HARTFORD . 
HOLYOKE . 
HOUSTON . 
INDIANAPOLIS 
JACKSONVILLE 
KALAMAZOO 
KANSAS CITY 
LINCOLN 
LOUISVILLE 
MIAMI 
MILWAUKEE 


MINNEAPOLIS 





PHILADELPHIA 


A FEW DISTRIBUTORS OF 


RTCOTE 


TRADE MARK RE 


The Alling & Cory Co. 

Hudson Valley Pa. Co., Inc. 

W. H. Smith Paper Co. 

Butler Paper Corp. 

G. A. Rinn Paper Co. 
‘Southern Paper Prod. Co., Inc. 
Knight Bros. Paper Co. 

The Whitaker Paper Co. 

The Barton, Duer & Koch Pa. Co. 
The Whitaker Paper Co. 
Southern Paper Co., Inc. 

John Carter & Co., Inc. 

The Alling & Cory Co. 

. . Caskie Paper Co. 

J. W. Butler Paper Co. 

Chicago Paper Co. 

De Pear Paper Co. 

; Dwight Brothers Paper Co. 
Parker, Thomas & Tucker Pa. Co. 
The Johnston Paper Co. 
The Alling & Cory Co. 


. Olmsted-Kirk Co. 
The Rike Paper Prod. Co. 
Butler Paper Corp. 
Carpenter Paper Co. 
Seaman-Patrick Paper Co. 
Fisher Brothers Paper Co. 
Carpenter Paper Co. 
Central Michigan Paper Co. 
: Dillard Paper Co. 
The Rourke-Eno Paper Co. 
Judd Paper Co. 

L. S. Bosworth Co., Inc. 
Century Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Midwestern Paper Co. 
Carpenter Paper Co. 
Louisville Paper Co., Inc. 
Everglade Paper Co. 

The Bouer Paper Co. 
McClellan Paper Co. 


Branch Offices 
CHICAGO 


NASHVILLE 
NEWARK . 
NEW HAVEN . 


NEW YORK CITY 


NORFOLK . 


OKLAHOMA CITY . 


Clements Paper Co. 

J. E. Linde Paper Co. 
The Rourke-Eno Paper Co. 
ne Allan & Gray 
The Alling & Cory Co. 
Bulkley, Dunton & Co. 
Canfield Paper Co. 
Louis Dejonge & Co. 

J. E. Linde Paper Co. 
Marquardt & Co., Inc. 

. Merriam Paper Co. 
Miller & Wright Pa. Co. 
Milton Paper Co. 

Paper Affiliates Co., Inc. 
Royal Paper Corp. 
Shapiro Paper Corp. 
Union Card & Paper Co. 
Old Dominion Paper Co. 
Western Newspaper Union 


OMAHA . Carpenter Paper Co. 
OSHKOSH . . Oshkosh Paper Co. 
PEORIA .. . J. W. Butler Paper Co. 
PHILADELPHIA Raymond & McNutt Co. 
PITTSBURGH The Alling & Cory Co. 
PITTSBURGH . The Whitaker Paper Co. 
PORTLAND, ORE. Carter, Rice & Co., Corp. 
PROVIDENCE . Providence Paper Co. 
RICHMOND . Cauthorne Paper Co., Inc. 
ROCHESTER . The Alling & Cory Co. 
ST. LOUIS . . Shaughnessey-Kniep-Hawe Pa. Co. 
ST. PAUL . McClellan Paper Co. 
SALT LAKE CITY Western Newspaper Union 
SAVANNAH South Atlantic Paper Co. 
SCRANTON Megargee Brothers, Inc. 
SEATTLE . . Carter, Rice & Co. 
SYRACUSE The Alling & Cory Co. 
TAMPA : Tampa Paper Co. 
TERRE HAUTE . Mid-States Paper Co., Inc. 
TOLEDO ; ; Paper Merchants, Inc. 
WASHINGTON . The Barton, Duer & Koch Pa. Co. 
WICHITA . Western Newspaper Union 
WORCESTER Butler Dearden Pa. Serv. Inc. 
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YOU MAY THINK YOU KNOW ALL ABOUT 
CELLOPHANE TIES... 244 So Yous? 


Do you know that F.C.C. TWO TONE RIBBONS made of" ‘Cellophane’ “and F.C.C. CORD made with 
‘“Cellophane“are being used in hundreds of different ways by hundreds of different industries? Have 
you met any of the innumerable manufacturers whose products—from diapers to derricks—have 
benefited by the addition of these eye-appealing ribbons and cords? gq aye you're overlooking 
a bet! Examine these few sales-compelling uses for F. Ce “Cellophane” ribbons and cords. The 
chances are they contain an idea for increasing the salon -ability of your own product. 


On vegetables as a tie On candy wraps as 

a pull-tab <<” On fruits to add appetite appeal, 
an On meats as a sturdy outside cord Ry 
For mote effective laundry packages On 
sheets, drapes, towels and diapets as a tie od JOn 
liquor bottles to open secondary cellulose ‘or forl 











closures 8 In cigar boxes as an inside lift 
On drug ee as an advertising mnaditan 
with name or trade mark design & ap On perfume 
bottles to loosen wax hoods and ‘add sales appeal 





As a medium for handicraft work: weav- 





ing, crocheting, caning ‘(> For heavy,ind 
tries as an identification and marking tape w vil 


F.C.C. ‘Cellophane’ ribbon is made from '/,” to 10” wide. F.C.C. cord is available from 

a thread to a rope. Both are made in 14 sparkling colors . . . opaque or transparent... 

and in a galaxy of everyday or holiday patterns. 

TWO TONE RIBBON —Sturdy, eye appealing single fold “Cellophane” ribbon. Inexpen- 
sive and colorful. 


METAL SHEEN—A three fold Cellophane“ribbon. Opaque and lusterful. In all 14 bril- 
liant colors. 


DUPLEX—Heavy duty'Cellophane“tibbon of surpassing strength, durability, and richness. 


F.C.C. CORD—Sparkling, soft, and lasting. A special patented treated core assures 
greater pliability and greater strength to F.C.C. cord. 


All ribbons are grease-proof and dirt-proof. 
Special moisture proof ribbons can be made 
for any purpose. 


wn my 


BPE a COMPANY In: (‘ellophane 


MANUFACTURERS TRADE ARK 


¢ pert i EE rr 
i er eae : 


¢ cael THE DUPONT CELLULOSE FILM 
: LICENSED UNDER PATENT NO 1,406,148 
155 Fast 134th Street New York, N. Y. 
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Flattering as it is to share honors with ENDOCREME 
for the year’s outstanding packaging job, we are genu- 
inely amazed! For the Ever Ready Label which 
brought us this recognition was “put through” our 


plant with no thought of any reward other than 
ENDOCREMP’S satisfaction. 


Frankly, Ever Ready is tooled to do a straight-line, 
quantity production job. We are consultants on and 
producers of LABELS. We are not Packaging Ex- 
perts, in the sense that we design and produce the com- 
pleted container. But we do cooperate with all who 
have problems on LABELS .. . and we have 23 years 
of experience doing just that special, specialized work. 


That is our knitting and we’re going to stick to it! 
g going 


Ever Ready Label Corp. 


141-155 East 25th St, New York Murray Hill 4-4500 
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SPECIALTY AND CONVERTING PAPERS 





ALKALI PROOF 
ae 


for soap, chemicals, dyes, 
etc., or wherever an alkali 


condition exists. 


BAG PAPERS 


for coffee, flour or any 
product that requires spe- 


cial qualities. 


BOARD LINING 


Board Lining and Combin- 
ing Papers, both free and 
groundwood, for board 


mills and box makers. 


BOX WRAP 


including Snowhite Stiktite, 
an exclusive Fitchburg de- 


velopment. 





CARBONIZING 


specially developed to suit 
the needs of this important 


paper product. 


otey Wal, ICH: 7-09 - 
STOCK 


for flint, friction and plate 
finishes. Special grades for 
greeting card, printing and 
embossing. 


ae ao @ Me | 
a 


High super finishes to secure 
best results with minimum of 


coating solution. 


GUMMING 


with the strength and sur- 
face qualities for your par- 


ticular needs. 





OUNTING 


Six grades that cover a 
wide range of mounting 


paper requirements. 





LACQUERING 
PAPERS 


with a surface specially 
adapted to lacquer applica- 
tion. 





SPECIALTY 
PRINTING 
ee 





WALLPAPER 
BASE STOCK 


Standard No. | Hanging 
since 1870—both free and 
groundwood. 





The complete laboratory and development facilities of the Fitchburg 
Paper Company are at your disposal when you require papers with spe- 
cial characteristics for any converting purpose. And the extensive pro- 
duction facilities of the Fitchburg Mills assure prompt delivery at the lowest 
possible cost. We invite inquiries regarding any of the above listed grades 


or special papers for any purpose. 


Ritchbura Paper Companu 


Sales Offices: 250 PARK AVENUE, New York 


Founded in 1861 


FITCHBURG, MASSACHUSETTS 





























e-eKhe reflection of 
Gaylord Leadership 


GAYLORD CONTAINER CORPORATION 


General Offices: SAINT LOUIS 
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We pioneered molded closures. 


For a while we put all our eggs in one basket and devoted 
our entire output to one company. 


But our many customers knew Mack quality, Mack pro- 
duction and Mack prices too well, to let us stay put. 


STOCK MOLDS 


The Mack Line of closure molds is complete... 
1938 designs to meet 1938 conditions. 


So now we're back with both feet in the Closure business. 
Back with a full line of molds—all sizes—stock molds that 
will supply you with the finest in molded Closures at 
prices that will make you come to Mack. 

So, if you use molded Closures, let's get together—write 
wire or phone us—we'll be on the job. 


PRIVATE MOLDS 


and unusually attractive. 


Mack designers will of course cooperate if your product requires a private 


mold closure. 


A AUR 
MACK MOLDING COMPANY 


MAIN STREET 


WAYNE, NJ. 
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NEW YORK SHOWROOMS—106 SEVENTH AVENUE 


EXPERT... 


WINDOW ADVERTISING COUNSEL 
_.. YOURS FOR THE ASKING— i 


) lacqu 


> flavor 





Vap 










| fresh, 
WHEN PLANNING WINDOW ADVERTISING CAMPAIGNS I shiek 
FOR DETAILS WRITE OUR NEAREST SALES OFFICE : ‘ 
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THE REYBURN MANUFACTURING CO., INC., DISPLAY DIVISION — ff #4 


ALLEGHENY AVE. AT 32nd ST., PHILADELPHIA, PA. 
SHOWROOMS AND WAREHOUSES 


ductio 










106 SEVENTH AVENUE, NEW YORK 1100 SO. WABASH AVE., CHICAGO ALLEGHENY AVE. AT 32ND ST., PHILA. 
—— SALES OFFICES —— 

BALTIMORE, MD. 804 Whitaker Bldg. HARTFORD, CONN. 183 Ann St. NEW ORLEANS,LA. 2721 S. Claiborne Ave. 

BOSTON, MASS. RM 709, 216 Tremont St. INDIANAPOLIS,IND. 12 N. East St. NEW YORK, N. Y. 106 Seventh Ave. 

CHICAGO, ILL. 1100 So. Wabash Ave. KNOXVILLE, TENN. P. O. Box 2093 PHILA., PA. Allegheny Ave. at 32nd St. 

CINCINNATI, OHIO 505 So. Ohio Bk. Bidg. LOS ANGELES, CALIF. 130 N. Carondelet St. PITTSBURGH, PA. 1124 Bessemer Bldg. 

CLEVELAND, OHIO 227 Union Bldg. MEMPHIS, TENN. 119 Madison Ave. PORTLAND, ME. 231 Middle St. 

DALLAS, TEXAS 3512 Cragmont St. MILWAUKEE, WISC. 125 E. Wells St. SAVANNAH, GA. 500 Bonaventure Rd. 

DENVER, COLO. 386 Gas & Electric Bidg. MINNEAPOLIS, MINN. 207 Sexton Bldg. SEATTLE, WASH. 1001 Westlake Ave. N. 







DETROIT, MICH. 501 Hitchcock Bldg. TOLEDO, OHIO 569 Spitzer Bldg. 
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1332 Michigan Bldg. NASHVILLE, TENN. 























A tyle , Economy 
and Protection for 
TEN CROWN GUM 
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Try TEN CROWN GUM. Enjoy its freshness and inspect its fine 








inner-wrap of Vaposeal Paperglas. Vaposeal is a special glassine, 
lacquered with a highly protective vapor-proof coating to guard the 


© flavor and original moisture content. 


Vaposeal Paperglas is made in a variety of brilliant opaque colors 
] that are exceptional aids in merchandising. Its crisp gloss gives a 
fresh, appealing appearance to your product. It combines style with 


» ahigh protective efficiency. 





Paperglas is economical, too, and it works well in packaging and 


| wrapping machines. Let us quote costs. We will be 


Conca, 


| glad, also, to consult with your designers and pro- 


_ duction men on any packaging problem. 











WESTFIELD RIVER PAPER COMPANY, INC. 
RUSSELL, MASSACHUSETTS 







The most frequent expression heard of readers of Modern Packaging is “I COULD USE THAT MYSELF!”’ 


Modern Packaging’s readers subscribe primarily to get ideas, to keep abreast of all that is happening in this 
fast moving and complex field. They know that in Modern Packaging they find a wealth of information and 
sound opinion, profuse illustration and detailed fact. They know that when they have merchandising, production, 


material or design problems, Modern Packaging supplies them with suggestions, ideas and solutions. 


Thousands upon thousands of manufacturers, large and small, willingly pay the sum of $5.00 per year for 


Modern Packaging. It will save YOU TOO far many times its subscription price. $8.00 two years. 


Send off the subscription card attached to this issue Now! 


MODERN PACKAGING 425 Fourth AVE. NEW YORK cITY 
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The automatic packaging of sugar in paper bags marked a forward step in packaging 
progress in 1937. For that reason, the judges of the All-America Package Competition 
voted the Savannah Sugar Refining Company a Silver Award. Housewives and grocers 
have justified the judges’ decision by accepting this new package enthusiastically. Union 
paper bags and Consolidated packaging machinery made this step possible by providing 
an economical sift-proof container which is weighed, filled, settled, sealed automatically. 


Union Bags may be able to solve a packaging problem for you. 
For the asking, you may have the benefit of an up-to-the-minute 
package design department and the most complete manufacturing 
facilities in the industry. 


UNION BAG & PAPER CORPORATION 


WOOLWORTH BUILDING, NEW YORK e@ DAILY NEWS BUILDING, CHICAGO 
















gee is the one transpar- 
ent sheet that combines all of 


the following essential character- 


LL #™——4sties for packaging: 


ka 
Ly 


Waterproof 

Moisture vapor-proof 
Seals with heat 
Dimensional permanence 
High tear strength 
Odorless and tasteless 


In addition to this crystal clear 
sample, Pliofilm is produced in a 
variety of colors; transparent, 
opaque and metallic finishes. 


For complete information regard- 
ing this new wrap, visit the 
Goodyear Booth, Packaging Ex- 
position, Palmer House, Chicago, 
March 22 to 25 or write Pliofilm 
Sales Department, The Goodyear 
Tire & Rubber Company, Inc., 
Akron, Ohio. 7 


A, 






JHE GREATEST NAME 

















ALL-AMERICA BRONZE 
PACKAGING AWARD 


— won by Merck & Co., Inc., 
with this sodium perborate 
sampling package made of Plio- 
film, by Ivers-Lee Company, 
Newark, N. J. Pliofilm’s air- 
humidity-tight seal and high 
meisture resistance give all 
hygroscopic materials ideal 
protection. 




































% U. S. Reg. Trade-Mark 
of The Goodyear Tire & Rubber Company. 
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The Years Best 


SHIPPING CONTAINER . 


. An INLAND 
“Custem-Made" 
CORRUGATED 
CONTAINER 


Developed for The B. F. Goodrich Company by Inland 
engineers, this ‘““Custom-Made” Corrugated Container 
received the Gold Award in the shipping container group 
ofthe 1937 All-America Package Competition. It's anew 
idea — an attractive, effective means of packing, ship- 
ping, and selling Goodrich Garden Hose. 


The box is original in shape, appealing in appearance, 
unique in its method of sealing ... easy to open and 
close... handy to carry ... light, strong, safe. Various 
color combinations identify the different Goodrich 
brands and make the container more valuable for store 
or window displays. 


Here again is evidence of Inland leadership in design — 
proof of creative advancement by Inland engineers. If 
you are seeking something different — new sales appeal, 
lower freight costs, greater product protection — let 
Inland engineers study your shipping box problems and 
submit their recommendations — without obligation! 


VISIT BOOTH No. 408—PACKAGING EXPOSITION, 
PALMER HOUSE, CHICAGO, MARCH 22-25. 


INLAND CONTAINER CORPORATION 
ay Executive Office: INDIANAPOLIS, INDIANA. 


Sales Offices: Chicago; Milwaukee; Cincinnati; 
Columbus; Middletown, Ohio; Lima, Ohio; Pittsburgh. 
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Sanderson Coverings Can Save 
You Embarrassing Moments! 


After putting forth the creative effort to design an 
entirely new package, nothing can rob the keen 
edge of satisfaction as much as discovering a com- 
petitive product packaged with the same covering. 
Sanderson’s new papers for 1938 are in themselves 
fresh and distinctive--but more than that, we wel- 
come the opportunity to confine designs exclusively 
to manufacturers and their box makers. Your pack- 
age will not meet its counterpart face to face if you 


allow us to work with you on its covering. 


Probably better qualified than any other fancy paper 
mill to produce designs for special requirements, 
Sanderson invites the opportunity to cooperate with 


you on any particular packaging problem. 


Sanderson Products, Inc. 


48 WEST 48th STREET 
NEW YORK CITY 
Tel.: BRyant 9 - 4650 





UNITED STATES DISTRIBUTORS 


L. P. CHEEVER JAPAN PAPER CO. 
Kendall Green, Mass. 453 Washington St., Boston 
109 East 3!st St., N. Y. C. 
QUEEN CITY PAPER CO. 
520 Broadway, Cincinnati, Ohio 


WILCOX MOSHER LEFFHOLM CO. 
251 Sixth Ave. South, Minneapolis 


CHICAGO PAPER CO. 
80! South Wells St., Chicago, Ill. 


MATTHIAS PAPER CORP. 
Philadelphia, Pa. 


425 Arch St., 





AMERICA 


ASIA 


AFRICA 


AUSTRALIA 


NEW ZEALAND 


EUROPE 


DISTRIBUTORS 


of 


SANDERSON FANCY PAPERS 
® 


PAPER SALES, Lid., 
I) King St., West Toronto, Canade 
J. G. MASSON, 

Apartado 505, Mexico 
CHEVALLIER, BOUTELL & HOWE 
25, de Mayo,347, Buenos Aires, Argentine 
R. T. SERRANO, Jnr. 

Pasaja Rubio, 34, Apartado 485, Guatemala 
VALENTINE BURROWES & CO. 
Carrera la, 1334, Cali, Colombia 
LUIZ C. VALERA, 

Apartado 2477, Havana, Cuba 
BERCKEMEYER & CO. 

Villalta (Ucayali) 264-6, Lima, Peru 
SIDNEY M. STADLER, 
Apartado Postal 52, San Salvador 





ASIA AGENCIES, 
12, The Bund, Shanghai, China 
MR. S. DANT, 

P. O. Box I6l, 


EMILE LEVY & COMPANY 
18/21, Locarno House, Main & Loveday Sts, 
Johannesburg, South Africa 
D. HATWELL & COMPANY 
P. O. Box 1593, Cairo, Egypt 


Singapore 





GORDON & GOTCH, 
(Australasia) Ltd., 

Little Collins Street, Melbourne, Victoria 
GORDON & GOTCH, 
(Australasia) Ltd., 

Barrack & Clarence St. 

Sydney, New South Wales 





VIVIAN GRANT, 


P. O. Box 978 Christchurch 





GUSTAV MAUTNER, 
Hintzerstrasse 12, Vienna, II!., Austria 
TH. E. DE ROECK, 

Rue de Rotterdam 74, Brussels, Belgium 
DR. R. BISICKY, 

V Horni Stronce 2323, Prague, Czecho Slov. 
MR. P. SCHLYTTER, 
Trianglen Nr. 3, Copenhagen, Denmark 
A. SANDERSON ET FILS, 

20, Rue de Petits-Champs, Paris, France 
H. SCHUBERT, 

Tirpitzufer 46, Berlin, W. 35, Germany 
E. RIVA 
Corso Roma, 92, Milan, Italy 
DEZIDER HALASZ, 

Gajeva 28., Zagreb, Jugoslavia 
NORDISCHE HANDELS UND 
INDUSTRIE, 

Gesellschaft, Keninu lela No. 2, Riga, Latvia 
J. A. BORDA, 

90, Strada Tonna, Sliema, Malta 
HENRYK STANDE & SYN 
(Sub Agents) 

Rakowiecka 33, Warsaw |., Poland 
G. BOUCHE, 
(Sub-Agents—Levy & Co. 

20, Praca do Municipio 10, 


; Lisbon, Portugal) 
t, Quai Magne,  Ablon-et-Seine, France 


MAX ZISMANN, 
Strada Blanari 9, Bucharest, Roumania 
MR. A. H. POLGE, 
N. Malarstrand 60, Stockholm, Sweden 
J. HUNKELER, 


Wilkon, Canton Lucerne, Switzerland 





HEAD OFFICE AND WORKS 


A. SANDERSON & SONS, 
Perivale, Greenford, Middlesex, England 

















































These giant ink tubes (size 2 X 11 inches) made by the White Metal Manu- 
facturing Company for The International Printing Ink Corporation are 
mighty large. Their exceptional size places an exceptional strain on them 
when in use. And printers are notoriously “ungentle” in handling them. 





Yet they’ve provided a performance record seldom equalled and never 
excelled because they have the inbuilt quality that distinguishes all White 
Metal Manufacturing Company tubes. 


They’ve scored a record success, too. Sold tons and tons of fine IPI 


inks. 


And now, to top it all, they’ve achieved a new record . . . an All-America 


Gold Award. 


Where there is so much smoke there must be fire. Smart manufacturers, 
seeking trouble-free tubes endowed with true convenience, sales stamina 
and performance ability, will consult with the 


White Metal Manufacturing Co. 
Hoboken, New Jersey 


New York Office Chicago Office Detroit Office 
F. L. Butz Charles A. Rindell, Inc. R. M. Stevenson 
393 Seventh Ave. 64 West Randolph St. 506 Donovan Bldg. 
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HERE ARE THOSE SAVINGS 
YOU'VE BEEN WANTING TO MAKE— 


SIMPLEX BOXES 


Combine the economy and compactness of cartons — 












the attractiveness and wearability of set-up boxes. 








SIMPLEX boxes bring you every _ If your plant is crowded for room, 
advantage of the finest set-up if you'd like to save on production 
boxes ... in attractiveness, costs, if you have any sort of box 


strength, sales-appeal, quality, problem --- then the Simplex 
and areavailable inoneandtwo _ boxes offer the solution. Write 
piece construction. immediately for information. 


SIMPLEX PAPER BOX CORPORATION (ammmmeetcs-at 


LA N CAST E R P E hi N SYLVA N IA Made en Parts Of 


The U. S. A. And Canada 
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MERE ARE TRE PAPERS TRA WERE USED oe 
WINNERS OF ALL-AMERICA PACKAGE AWARDS 

















The GOLD AWARD in the set-up Paper Box Class went The prize-winning Saybrooke Toiletries by R. H. Macy & 
to this London House box. DUTCH CHARCOAL (Peach), Company used JAPANESE WOOD VENEER furnished 
a Japan Paper Company Paper, gave it the essential note of by Japan Paper Company, to impart an air of refinement and 
attractive daintiness. a nice degree of delicacy. 
























STAINLESS METAL FOILS 
GOLD, SILVER, COPPER, GUN METAL and COLORS 


Mat and Bright Plain and Embossed 


Many new and novel designs in 


Light, Heavy and Printed Embossing 


ROLLS AND SHEETS 








| JAPANESE WOOD VENEER 
| REAL (13 COLORS) 
IN SHEETS 20” x 30” 


NATSUME PAPERS 
Forty different Fibre, Color and 


Texture effects 








ENGLISH WOOD REPRODUCTION PAPERS 


Realistic grain effects simulating 
light and dark woods 


DUTCH CHARCOAL (Seven attractive colors) 








The attached swatch shows but a small part of a large assortment of European and Oriental Papers, 
Foils and Veneers kept constantly on hand and readily available as a source of suggestions for novel and 
original ideas in Box Wraps, Cards, Displays, Labels, Folders, Catalogs and similar Sales Aids. 
Samples and Work Sheets on specific request. 


JAPAN PAPER COMPANY 109 EAST 31ST STREET, NEW YORK CITY 


(Established 1901) 453 WASHINGTON STREET, BOSTON 











FITZHUGH TAKES 
3 AWARDS in thef 


AMERICA™ 


SARDANES 


——ma ALL-AMERICA Competition 


Perfect adaptation of our facili- 
ties to supply a label to match the 
whole Wm, Underwood Co. line 


suggests our ability on the job. 


Another perfect job 
Note the superior qualities, the by Fitzhugh—a folding 
sales appeal of these Chas. M. ee Pict display for Merck & Co. 
Higgins & Co. Ink Labels—by em 7 a — 
Fitzhugh. 4 ' 


OUTSTANDING we 
Labels Wrappers [wc 


PERBORATE 


Folding Cartons fee 
Display Containers — 


Out of the twenty-one thousand entries in the All-America Competition—out of the small number 
of prize-winners—three awards go to William W. Fitzhugh, Inc. 


Certainly an accomplishment!! A label, a wrapper, and a folding display—each demanding an 
utterly different approach, and each accomplished by an altogether different skill. 


An inspiring triple victory for us—and an important thing for you!! For the qualities that won for 
us, can aid in removing your present problem—can develop and supply a carton, display or label 
of greater attractiveness, higher quality and increased sales-appeal for your product. 


WILLIAM W. FITZHUGH, INC. 


General Sales Office: 424 Madison Avenue ny. F.C. 


Label Division: 
14th Ave. at 37th St., Brooklyn, N. Y. 


Folding Box Division: 
Ridgefield, New Jersey 

















ALL-AMERICA 
AWARDS 
SEVEN WINNERS 
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BRING YOUR PACKAGING PROBLEMS TO DEJONGE 


This is the fourth consecutive year and the seventh award 


Dejonge papers have won. 


Louis Dejonge & Company, one of the oldest manufacturers 
of packaging papers, has the facilities, the technical and 
artistic skill to produce for you, too, a stock or special paper 


of superior beauty, quality and excellence. 


SEE THE EXPRESSION OF THESE STANDARDS IN DEJONGE 
NEW GIFT PACKAGING PAPERS FOR 1938-1939 


LOUIS DEJONGE & COMPANY 
155 SIXTH AVENUE NEW YORK 


CHICAGO BOSTON PHILADELPHIA 
Pacific Coast Representatives — ZELLERBACH PAPER COMPANY 











TAKE A PEEK 
BEHIND THE SCENES 








. 


No mystery screens the development of sales-making Androck Wire Displays. Neither is there 
serious inconvenience to you. Instead, as you enjoy the comfort of a front row seat, experience 
and ingenious technical skill are combined back stage to produce for you low-cost wire display 
fixtures which are proven sales-and-money-makers, Here’s what happens: 








You ship us samples of the 
product you wish to display 
with details of your problem. 


Or give these samples and 
data to our representative, who 


When samples reach our plant, 
is a display specialist. 


Research Engineers analyze 
your problem. 


Suggested display ideas are 


drawn up—models made and 
studied. 











Final sample is developed and You receive sample, study Order is placed — tools Finished display in dealer's 
sent to you with design an- and discuss it with your made — prompt shipment store boosts sales of your 
alysis and quotations. scheduled. product. 


associates, 























YOUR SALES SOAR 


When your product is “moved” toward people . 


. . spotlighted 
. made easy to buy by effective, prominent display—your 


sales SOAR. And that’s where we come in. Androck wire 
displays focus attention upon your product, never divert 
interest to the rack itself. They are low in cost, light in weight, 
surprisingly sturdy, pack compactly, ship and set up easily. 
Our prize-winning staff of designers (three All-American 
awards in a row) is eager to solve your problem—at no cost 
or obligation to you. Why not—right now—send samples 
of your product and details of your display plan to our 


nearest plant. Let us start our wheels going ’round—and 
see how quickly YOU cash in! 


= ANDROCK Wi DISPLAYS 
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Small wonder A.C.M. CLAY COATED CARTONS consistently capture 
awards and sales. Our master designers know the exacting requirements ofa 
successful package! But, equally important . . these better cartons are 
made from A.C.M. CLAY COATED Folding Carton Board . . the only board 
with quality and uniformity perfectly controlled by our exclusive continuous 
process . . the only board first sized, then coated again with fine white liquid 
clay. Tougher, more rigid, better bending, and with the finest printing 
surface known, it’s the ideal foundation for a better looking, better selling 
package. Call ina trained A.C.M. field man or write us for all the facts. 


AMERICAN COATING MILLS, INC. 
General Offices and Mills - Elkhart. Indiana 


CHICAGO OFFICE: WRIGLEY BUILDING © NEW YORK OFFICE: 22 E. 40TH STREET 


am) 7 Coated CARTON BOARD 
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PACKAGING 
PROGRESS 


a Teview and a forecast 


he field of packaging is so broad and its component parts so many, that one 
cannot rashly speak of packaging progress in terms of all packaging industries. 
Since most industrial development represents a process of alternating periods of rapid 
change followed by years in which the change is assimilated and adapted to meet 
individual operating conditions, it is to be expected that every year will find some 
fields of packaging making particularly noticeable progress while others seem to lag 


momentarily behind. 


A careful study of the 21,000 packages entered in the 1937 All-America Package 
Competition discloses numerous instances of this sort. In certain divisions, truly 
remarkable progress has been made during the year. In other instances, the potentiali- 


ties for progress are obviously present but the developments themselves are not no- 
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table at the moment. In still other cases, some few manufacturers have stepped out 
far beyond others in their classification and have thus pointed out the general line of 
development which will probably be followed by the remainder in their fields within 
the next year or two. 

It is our purpose on the pages which follow to note and discuss the most promi- 
nent and promising developments of the year and to examine their probable future 
course. The prophet’s profession is, of course, an extremely dangerous one. The 
~ industrial prophet must reckon with many factors whose depth and intensity cannot 
be accurately measured. Predictions, therefore, can be sensibly made only along 
broad lines. They are subject, always, to change due to general industrial conditions 
and to conditions far beyond the control of even industry itself. What 1938 and 
1939 will bring to packaging, and to the industries who rely upon packaging for the 
means of supplying great masses of consumers with their daily goods, cannot, at this 
moment, be foretold. But certain guideposts, certain potential developments can 
be pointed out and the general trends can be analyzed. 

While Mopern Packacinc is, of course, in a favorable situation to judge and 
evaluate the general trends in the industries it serves, such judgment and analysis is 
made vastly more thorough-going because of the opportunities offered for study by 
the All-America Package Competition. This annual contest was originally planned 
by its sponsors as a means of encouraging the development of better, more service- 
able, more soundly designed packages, displays and packaging machinery. It has, 
with the years, however, taken on a number of other functions, not the least of which 
is that of permitting an annual analysis of progress based upon the hundreds and 
thousands of case histories submitted with the package entries. From year to year 
general developments may be measured and analyzed and future developments may 
be predicted—with increasing accuracy—on the basis of these case histories and the 
packages and displays which accompany them. 

Thus, every individual who enters his creations in the annual Competition is 
serving the general interests of all packagers in ways which he may not consciously 
contemplate. While great credit is, of course, due to those who have created the 
outstanding packages selected by the judges for All-America awards, it is but fair chat 
all the others, among the rank and file, whose packages were not fortunate enough to 
achieve All-America distinction, be here credited with their very significant part in 
aiding the general progress of packaging. 

Since the prize-winning packages are truly representative of most of the trends 


displayed by the entire body of entries, it may be well to consider the tendencies 


these winners represent. While design was undoubtedly a primary factor inducing 
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the choice of a very large proportion of these entries, three other important factors 
were to be noted, occupying a position of increasing prominence in relation to the 
importance of design as compared with previous years. 

In at least sixteen cases, merchandising convenience and merchandising ingenuity 
were major factors leading to the choice of these packages as winners. In an even 
dozen cases, the provision of special convenience and utility for the consumer was 
undoubtedly the outstanding factor leading to their selection. In ten cases, the factor 
of product protection took prominence over all others. 

It should not be construed from the foregoing that any packages or displays were 
selected on a basis of consideration which involved merely a single factor of choice. 
Each of the prize-winners excels in most, if not in all, of the elements by which a 
package or display may be judged. 

From this analysis, however, it may be deduced that package suppliers are pro- 
viding increasing means of affording greater product protection and greater conveni- 
ence for both the package user and the dealer and wholesaler who must handle it, 
and that design, while always extremely important, is beginning to recede from the 
position of major importance which it formerly occupied and becoming, in increasing 
measure, more the reflection of attention paid to these other factors than some ab- 


stract consideration standing by itself. 


EXPANDING FIELDS if 


The past year has been marked by a pronounced expansion of those fields which 
might be considered as the major package-using industries. Such expansion has been 
reflected in a change in the composition of the All-America entries. Whereas in 
former years the vast majority of the entries came from the food, drug, cosmetic, 
confectionery and beverage fields, the 1937 Competition has seen new industries 
spring into prominent position. Notable among these are the hardware and textile 
groups, the frosted foods, vegetable, fruit and meat packing industries and, to a lesser 
extent, those industries which supply the needs of agriculturists. 

Far more attention is being paid toward packaging of products not sold through 
the usual retail channels and we see intelligently planned packages for items such as 
harness oil, turpentine, files, hack saw blades, bolts, nuts and similar merchandise 
which moves to the consumer through jobbing or mill-supply outlets. 


It might be expected that many of the firms in these fields, new as they are to 
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packaging, would repeat the mistakes which more experienced packagers have learned 
toavoid. Such, however, is not generally thecase. Insofar as thegeneral packaging 
problems common to all industry are concerned, the level of the entries from these 
newer packaging fields has been extremely high. 

Mopern PackaG1Nc and its Institute of Package Research are particularly grati- 
fied to find that their efforts in studying the problems of these fields have contributed, 
in some degree, toward the avoidance of certain pitfalls and toward the development 
of a well planned approach by these newcomers to packaging. 

It cannot be said, however, that such industries as those we have mentioned 
above are not confronted with packaging problems. The very fact that they have 
until recently tended to avoid any extensive utilization of packaging, of itself serves 
to indicate the high obstacles which must be overcome. Many of these products 
present complicated technical problems for the packaging engineer and chemist. 
Many others present cost problems which must be overcome before packages will be 
completely practicable—problems complicated by the high weight and unusual bulk 
of some of these products, and by the relatively low unit sale price of others. 

Still further difficulties are experienced, in many instances, because of the com- 
paratively short runs required by present production and the relatively high plate 
and make-ready costs for packages produced in such relatively small quantities. 

In view of these difficulties, it may be said that development within the last 
year has been unusually speedy and that package suppliers might very profitably pay 
much more attention and devote much more research—as some few suppliers have 


already—to these newer industries on the packaging horizon. 


ONSUMER PRESSURE 


The packager has for many years been extremely sensitive to the desires of the 
consumer. He has had to be so. For, since his product is identified by its package, 
he has been forced to seek continued consumer good will in order to achieve the profits 
that arise only when substantial re-sales are possible. 

However, in the past, such “‘consumer consciousness”’ on the part of manufac- 
turers has arisen in response to the unorganized and spontaneous expressions of the 
consumers’ will—expressions that could be felt only as they reflected themselves in 


rising or falling sales. Today a completely new situation is rapidly crystallizing. 
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Led by a host of organizations of varying motivation, the consumer is today in 
a position to express his will more quickly, and to enforce his will more effectively, 
than ever before. There is not the slightest doubt that this situation is but the fore- 
runner of further developments in which consumer organization will be carried to 
a much higher and effective point. Only incurable Canutes among packagers will 
attempt to stem this tide. Already in certain trades, manufacturers and retailers— 
particularly the latter—have wisely recognized this new phenomenon and have 
prepared as best they may to meet it, hoping, if possible, to guide it into channels 
least destructive of the interests of the supplier of merchandise. 

In the textile fields, a large number of manufacturers of sheets and pillow cases, 
towels and hosiery—among other products—have entered actively into consumer 
labeling, supplying information as to the washing characteristics of their products, 
their thread count, their resistance to fading, their fibre content, etc. The number 
of such new packages entered in the current All-America Competition is far larger 
than in any previous year and has extended to more divisions of the textile field. 

It has been extended, likewise, in a far more thorough-going degree than ever 
before, in the canned food fields where several of the largest organizations have 
completely revised the hundreds upon hundreds of labels used for their products, in 
an attempt to supply the consumer with a means of identifying and selecting the 


various grades and types of products packed. 


These label redesign jobs have resulted in major changes in the format of fruit 
and vegetable can labels and, in the process of making these changes of wording and 
format, manufacturers have revised many other points of their label designs. 

A definite tendency is to be noted among the current All-America entries toward 
the elimination of what might be termed ‘‘over-enthusiastic’’ illustrations on such 
packages. No longer do manufacturers attempt to picture peaches as being of the 
size of watermelons. Their desire to reproduce the product exactly as it appears 
inside the can has led them toward the use of color photography, in many instances. 

Thus, starting from the need for consumer information, a very large proportion 
of all canned food labels are at present receiving such complete study as to produce 


marked improvements in many other regards. 


What are, then, the consumer’s demands? What does the organized consumer— 
and his paid or unpaid organizer—fight for? 

As with most associated or organized groups, the demands boil down to getting 
the best possible bargain for the group itself and for its individual supporters. Thus, 


consumer organizations seek, primarily, lower prices. Thev seek, as a corollary to 
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lower prices, quality and information about quality by which they can judge both 
comparatively and absolutely the price of the goods they buy. They seek, also, 
protection against petty deceptions and frauds—either deliberate or unintentional— 
which are looked upon as means of depriving the consumer of his full ‘‘money’s 
worth.”’ Finally, the consumer demands adequate protection against products 


injurious to health or dangerous to utilize. 


Considering this list in inverse order, we find that health protection has been 
an old fight on the part of the consumer and one which has been very largely won 


today. Machinery exists in state and national pure food and drug laws to afford, 
in greater or lesser degree, the desired protection. Consumer organizations and 
many other bodies of parallel interests, such as the medical professional societies, 
are seeking, and will continue to seek in the future, many amendments and enlarge- 
ments of these laws. But the machinery already exists and its effects on the package 
have been discounted for many years by those firms whose interests lie in supplying 
products within the compass of such regulations. 

The functions of the packaging industries in respect to such pure food and drug 
regulations will continue to revolve around the provision of more protective and 
less expensive packages. 

New problems will arise—as they have in, let us say, the frosted foods industry, 
where a new process has required a whole series of solutions to technical problems 
of preservation—but these problems will be solved along the broad lines of research 
and development which have already been laid out during the past 20 years. 

The drive for protection against deception and fraud has likewise been one of 
many years’ duration and many laws are today on the statute books regulating 
package shapes and constructions to avoid such deceptions. The use of false bottoms 
is hardly a problem in the American packaging industry today. Engineers have 
long since solved most of the problems of net weighing and check weighing which 
were raised when laws were passed requiring quantity identification on the package. 
The drive of the consumer organizations along these lines has now broadened out 
into one which demands information not only as to the quantity of the product in 
terms of pounds and ounces, but also seeks to know just how much the product will 
do, how far it will go, how many portions it actually contains. 

This tendency brings the manufacturer up against a still broader consumer 
demand—the demand for quality information. Having won—to a great degree— 


her fight for exact and full measure in her product purchases, the American house- 
wife is today beginning to seek, actively and vociferously, very exact, yet very simple 


identifications of many of the products she purchases which will tell her, prior to 
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purchase, just what she is buying in terms of performance-to-be-expected and grade- 


to-be-compared. 


Already some of the largest and most consumer-sensitive of packagers in the 


food and in the textile fields have recognized this demand and sought to place upon 


their packages the desired information. 


Hundreds and thousands of other manu- 


facturers are almost ready to make the jump and the question has changed from one 


of whether or not to supply this information, to one of how to supply it. 


In answering this question, manufacturers have naturally hesitated to adopt 


highly technical and infinitely rigid standards. 


defeat their own informative purposes. 


They realize that technicalities 


They realize that few indeed are the con- 


sumers who fully understand all of the descriptive detail on the government-regu- 


lated labels of the drug packager. 


And they realize that such highly technical data, 


appearing on a pillow case package or a can of peas, may serve merely to confuse 


the vast majority of housewives. 


To certain consumer organizations, the answer to these problems would seem 


to lie in adherence to rigid standards signified on the package by A-B-C grades. 


Here, too, however, certain complications cause many manufacturers to hesitate 


and draw back. The food canner, for instance, considers that A-B-C grading may 


tend to distort the price structure so as to create market shortages in certain grades 


while, at the same time, producing unmarketable surpluses in other categories. 


In this complicated dispute—and neither all manufacturers nor all consumer 


groups are on one side or the other—the proponents of ‘‘strict grading’’ are in a 


technically advantageous position in that they are able to hold over the manu- 


facturer the threat “‘either give us grades voluntarily or we will force them from 


you by government action.”’ 


Yet, in recent months, there has been a tendency, on 


the part of some consumer organizations at least, to meet the packer halfway and to 


recognize the fact that too great a rigidity may defeat its own ends. 


While for the next several years packagers must adopt an attitude of watchful 


waiting, they might wisely—both as individuals and through their associations— 


seek to compromise with consumer organizations in an effort to ward off the greater 


rigidity of bureaucratic governmental regulation. 


One additional factor in the complicated consumer relations field may be antici- 


pated. Already a growing tendency may be noted—on the part of certain farmer 


organizations—to unite these groups (or affiliate them) with bodies of organized 


consumers. 


In certain regions of the Middle West, consumer cooperatives are 


marketing very sizable quantities of goods and are able to exert very substantial 


pressure for product identification upon the manufacturers who supply their needs. 





MARCH 1938 


fenee cone net 
Du 


UND phen pee 











107 








on one or another phase of this general problem of product identification, there will 



































be few indeed who will choose to say that the problem itself does not exist in 1938 
in far more pressing form than ever before. And few indeed who will not see it as 
one scheduled, by economic conditions, to grow and develop rather than to die out 
within the next few years. 

The consumer organizations have, to date, concerned themselves largely with 
quality comparisons. However, a very significant trend is to be found among some 
organizations toward price comparisons as well. It is quite natural for such con- 
sumer information service as the ‘Consumers Union”’ to realize that the average 
person is concerned quite as much with how much quality and quantity can be 
bought for a given price as with quality itself, in the abstract. Hence the ‘‘Con- 
sumers Union”’ has found much favor among its subscribers for ratings of merchandise 
which include in their considerations the factor of price. 

Such consideration of price places a very definite problem before the package 
user and the package supplier. He must avoid, in many instances, any tendency to 
place an unjustifiable amount of elaboration upon his package for fear that con- 
sumers will reach the conclusion that they are paying too much for decoration, dis- 
play value, surplus protection and other factors which, while raising prices, do not 


raise the value “‘at the consumer's table’’ of the product itself. In some instances 


of seemingly less expensive containers because of such consumer reluctance to pur- 
chase the product in what appeared to be an over-expensive package. 

The dangers in this situation are obvious. Unless the consumer is educated to 
an understanding of the values—to him—of protective packaging, this unwilling- 
ness to purchase elaborately protected products may swing the pendulum so far over 


as to induce the development of packages which do only a partially effective pro- 





tecting job. Such a tendency is obviously to be deplored, not merely by package 
suppliers and package using manufacturers but by consumer organizations them- 
selves, for it would tend to defeat the very ends which these organizations seek. 
Hence manufacturers must not merely avoid those excesses which tend to condemn 
all protective packages but must seek, in their advertising and in their package label- 
ing, to explain the protective functions of their packages quite as strongly and quite as 
explicitly as they explain the quality of the product within. Here lies a situation 
which, if ignored, will create a vast and growing distrust for all packaging—a 
situation which, if properly explained to the consumer, will result in marked benefits 


for all parties concerned. 
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While many may differ with the emphasis placed in the foregoing paragraphs 


















Since the inception of the All-America Package Competition, a growing trend has 

been noted toward the more intelligent designing of package surfaces. Those people 
whose principal concern has been with the creation of new packages—both the 
designers who work directly for package suppliers and the independent package 
designers—have placed their greatest emphasis upon the decoration and utiliza- 
tion of package surfaces. 

In this direction they were aided by the advent of a number of new materials 
and new processes and the further development of existing processes and materials. 
New boards, new inks, non-fading papers, new forms of printing and lithography, 
the transparent materials and the development of the technique of printing them, 
and a host of similar innovations, have tended to lead the thought of most package 
designers in the direction of surface decoration. 

We have learned, in the last five years, how to appeal most effectively to the eye, 
how to secure visibility on the shelf and in the window, how to create packages that 
are attractive not merely in the store but in the home, and in their capacity to serve 
the consumer as re-use containers. 

All this has, admittedly, been important. But the time has come to re-evaluate 
the needs of packagers and of the people who consume their products and to discover 
whether new developments in marketing and production processes have not intro- 
duced new elements which will change or modify the general trend of package 
development. If the last ten years were the Decade of Design, it may well be that 
the next ten years will be a Decade of Engineering. 

Not that engineering in the development of lower-cost and more-protective 
packages has been neglected in the past few years. It is rather that new industries 
and new consumer habits have created a host of special problems for the packaging 
engineer which must be solved before surface design can once again come to the fore. 

To cite a single example, the frosted foods industries—which have mushroomed 
to tremendous proportions within the last year or two after a period of somewhat 


slower growth—today presents a thousand different engineering and chemical 
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problems to the packager. Here the various freezing processes demand special con- 





tainers of categories never before manufactured. They demand protective materials 
of types heretofore unknown. Conditions of storage and transportation pose new 
problems in an almost endless series and even the matter of display is strangely 
affected by the mere fact that these products must be protected and preserved while 
they are displayed. 

The very question as to whether frosted foods are to be displayed at all is one 
that has not yet been thoroughly solved. Certainly, if they are to be displayed, 
they will not be shown in the open and on the shelf. And, hence, new technological 
solutions must be sought in laboratories and in the field before the designer in this 
industry can have his heyday. The same is true in other fields which are turning 
more and more toward the utilization of packages—to mention but a few, the 
non-frozen fruit industries and the hardware and meat packing fields. 

Much progress has been made within the last year by the laboratories maintained 
both by package users and the suppliers of packages and packaging materials, of 
which there are quite a large number well-equipped and well-staffed and fully capable 
of pursuing these researches to a quick and satisfactory solution. It is to be regretted, 
however, that no central organization among package technicians exists for the 
exchange of information on problems and on research which would correspond in 
purpose and in effectiveness with the Package Machinery Manufacturers Institute. 
While the package materials engineer is confronted with problems much more 
diversified—because of the diversity of materials used—than is the machinery engineer, 
the formation of such an organization, or of some other means for the exchange of 


development information, might well serve a useful purpose. 


FUNCTIONAL DESIGN 


Another design tendency, which is to be noted among the All-America Package 
Competition entries, reflects a carry-over of trend from the broader field of product de- 
sign. Packages, more than ever, are being designed with a constant emphasis upon 
the functions they will be expected to serve. No longer can the advertising agency 
letterer hang up a shingle and pose as a package designer, for packages today are 
being planned on a basis of reasoning that goes much deeper than the surface of the 


letterer’s drawing board. 


This tendency may be seen in the hundreds of new types of closure devices among 
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the All-America entries. It may be seen in the way in which product color, in trans- 
parent rigid containers and displays and in glass bottles, has been made an integral 
part of the package color scheme. The development of such package functions as 
protection against pilferage and against tampering has been carried, within the last 
year, much further than ever before. Even in surface design, a trend may be noted 
toward a style of layout which drops mere formal ‘‘modernism”’ in favor of a dynamic 
form very similar to the current style of many advertising campaigns, insofar as it 


explains the product and its uses, instantaneously, upon display. 


In conjunction with this development, there has been a marked trend toward the 
increased utilization of photographs, both in single or duotone effects and in full 
color, as portions—dominating portions—of the package design. This has been 
made possible by an increasingly high level of development of the reproductive pro- 
cesses, which permit the reproduction of very exact half-tone and color detail on 
wraps, boxboard, foil and lithographed metal containers. While photography may 
be mis-used in some few instances, this medium seems to offer an extremely effective 
and ‘“‘safe’’ method of explaining the nature of an unseen product or relating the prod- 


uct to its origin or to its use. 


In the field of display, the utilization of photography has made very marked 
progress and color photography in particular is to be noted in a far higher propor- 
tion among the entries than ever before. The opportunities offered by color photog- 
raphy are most obvious in the display field, and we may look forward to even wider 
utilization of this mode of illustration in the immediate future. Such developments 
may tend to pose an additional problem for the package designer whose designs must 
anticipate the use of the package in conjunction with displays. While solutions 
of this problem will vary with every individual design and package, it will be 
well for all manufacturers to recognize the consistency of the trend, and allow for it 


insofar as they can, in planning new packages. 


In general, the trend in surface design has been away from abstracts and from 
extremely formal lettering and decorative schemes which were popular in the past 
few years. This is not to say that rococo elaboration has replaced ‘‘modernism.”’ 
Package designers are not looking forward to a revival of the dead past except in a 
few limited fields, such as certain portions of the liquor industry. The tendency has 
been toward a sane middle course in which every element of the package design serves 
a purpose and in which all of these elements are bound together by the designer to 


form a harmonious, pleasing and attractive ‘‘functional’’ scheme. 
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TRANSITION IN SHIPPING CONTAINERS 


Until a very short time ago, corrugated and other shipping containers were con- 
sidered as purely utilitarian means of conveying bulk merchandise or multi-package 
units from manufacturer to retailer. 

The last few years, and particularly the year 1937, have seen the perfection of a 
number of innovations in the container field which have tended to change this picture. 
Perhaps the most notable among these innovations are the processes by which color, 
and particularly detailed design reproductions, have been applied, economically and 
attractively, to the shipping container. 

The former crude markings, which prevented corrugated containers from being 
used as displays by the retailer or as re-use containers by the ultimate consumer, 
have been replaced by colored boards and by printing processes which have brought 
these containers into a prominent position as store displays. 

In a number of instances shipping containers, among the All-America entries, 
disclose a careful attention toward utilization by the consumer as carry-packs or 
convenience-carriers for products which otherwise would be difficult or inconvenient 


for the consumer to transport to the point of use. 


However, much further work must be done in this regard, particularly in com- 
bining the elements of construction and decoration in a way which will produce a 
well-rounded type of shipping container suitable both from the viewpoint of dis- 
play and appearance and from that of convenience in use. All too many among the 
present containers of this sort place too great an emphasis on one or the other of 
these joint considerations and ignore its counterpart, thus failing to achieve their full 


potentialities as packages. 


DISPLAY TRENDS—GOOD AND BAD 


In the display field, 1937 has seen a number of new developments—so many, in 
fact, that it is somewhat difficult at the present time to pick out a single general 
trend. Currents and counter-currents are to be seen at work among display designers, 
manufacturers and those who utilize displays and it will be necessary for much 
thought and consideration to be devoted to this field if all conflicting trends are to be 


coordinated in a manner which will permit of progress. 

























In many respects, a most hopeful note for future display development is to be 
found in the study recently completed under the joint auspices of the Association of 
National Advertisers, the American Association of Advertising Agencies and the 
Lithographers National Association. This study sought to discover a means of 
measuring window display values, comparable in accuracy to the methods used in 


measuring newspaper and magazine advertising space-values. 


While the study itself was very thorough-going in detail, while the methods 
used were scientific and while the means of measurement brought forth may be as 
accurate as Observatory time, the report as finally issued provides little more than a 


jumping-off place for the student of display design and merchandising. 





It does not solve the pressing problems of the manufacturer desiring to sell his 
4 merchandise through the medium of displays. It provides for him a complicated 
: and, undoubtedly, an expensive technique for measuring the value—the potential 
value—of various available windows. It does not go beyond this point to tell him 
how best to use those windows, nor how to measure the effectiveness of his display 
against the potential effectiveness of any other display that might have been used. 
While it will undoubtedly prove of certain value, particularly to the larger national 
advertisers who can afford to apply this technique to the hundreds of cities into which 
their displays must go—for each city requires its own mapping and analysis—the vast 
majority of display users will still have to rely upon common sense in the selection 
of their display locations and will have to go far beyond even the most extended im- 


plications of this study in the planning of display designs. 


The Institute of Package Research is at present engaged in a series of studies of 
certain display design problems and some of these will be published in Mopern 
PackaGING during the present year. Yet the field is so broad, and the need for accu- 
rate study and information so great, that the question may well be raised as to whether 
display producers, individually or as a group, might not well expend substantial sums 
of money to carry forward the studies of display design which this first report would 


seem to indicate as being necessary. 


Among the trends to be noted in the display field in 1937—and worthy of parti- 
cular condemnation—is the tendency on the part of some display makers and display 
users toward the design of units of the utmost complexity. Admittedly remarkable 
effects can be achieved with the materials and the reproductive processes now at the 
command of the display manufacturer. But all these effects are thoroughly useless 


if the display itself becomes so complex as to require a master engineer to set it up. 
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Although the persons engaged in the erection of the displays entered in the All- 
America Competition might be judged to have somewhat more than average experi- 
ence in the handling of displays, it must be recorded that in some cases as much as 
three-quarters of an hour had to be devoted, to the discovery of how the various 
segments fitted together and to the assembly of the jigsaw puzzle. 

Another trend—not quite so pronounced but equally worthy of condemnation— 
is found among that group of displays which seems to haveabandoned selling the prod- 
uct in favor of sheer stunt publicity. Most of these, upon examination, are found to 
originate, strangely enough, in advertising agencies, where some copy writers and 
some art directors seem to be forgetting the precepts of their craft. Unmindful of the 
fact that the function of the display is, primarily, to create immediate sales in the 
store utilizing the unit, some of these people have permitted themselves to do with 
displays things which their own better judgment would automatically discard, were 
a newspaper or magazine advertisement or a billboard being considered. 

In contrast with the relatively few units reflecting these regrettable tendencies, 
are a host of others, produced during the last year, which have logically approached 
and truly exploited the full possibilities of the display medium. These ‘‘functional”’ 
displays have used the more effective tools now at the command of the display pro- 
ducer—color photography, light, motion, multi-plane effects, etc.—with the utmost 
effectiveness and economy. 

Many advertisers have abandoned, within the past year, their former emphasis 
upon the over-worked “‘pretty girl’’—an emphasis which at one time threatened to 
make every drug store window resemble the press book of a Hollywood review. 
More attention has been paid toward the creation of displays—both for windows 
and for counters—which permit the dealer to merchandise related products, and those 
firms which have utilized such units have found dealer acceptance at a higher level 
than ever before and display life greatly extended. 

The use of *‘self-merchandisers’’ within the store—whether wire racks, plastic, 
corrugated or fibreboard display stands—has been greatly accelerated and this 
trend may be expected to become even more pronounced in the future, with the 
development of the super-market type of store. A completely new style in floor 
stand displays is being created to meet the needs of these super-markets for the mass 
display of merchandise. 

Among the new materials introduced or more thoroughly exploited during the 


last year, none has evidenced more rapid development in use than the rigid trans- 
parent plastics. These have not merely replaced alternative materials in many in- 


stances, but have actually made possible the use of displays in numerous cases where 























these devices had never been applied before. Particularly in the textile fields and in 
certain portions of the drug and cosmetic industry, as well as in the merchandising 
of expensive, mechanical and electrical appliances, the transparent display seems to 
offer certain features of attractiveness, product protection and fitness for use in con- 
junction with surrounding fixtures, which would lead toward still wider use of dis- 
plays of this order in the immediate future. 

The development of the technique of fabricating these materials and particularly 
the development of methods of fabricating them in conjunction with wood, metal, 
paper and other display materials, has served to present separate and distinct possi- 
bilities from a design standpoint and, at the same time, to permit of increases in sturdi- 


ness plus, on occasion, decreases in cost. 


CHANGE IN THE PLANT 
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A significant form of change has been quietly going on for several years in pack- 
aging plants. It has remained almost unnoticed, except to those directly concerned 
with the building and operation of such plants, because the most spectacular instances 
of this particular transition were resting, until very recently, on drawing boards and 
in the minds of plant engineers—awaiting a renewal of business activity. 

In 1937, however, the trend had become definitely visible and it is possible, at 
this stage, to study and analyze it. 

Prior to the development of high-speed packaging machinery, the average pack- 
ing plant was necessarily a pretty cluttered place. Since materials had to be trans- 
ported by hand and since most operations were hand operations, few efforts could be 
made toward the improvement of the appearance of plants. There was, in fact, at 
this time, little point in considering plant appearance since most manufacturers were 
much more concerned with more immediate production problems. 

With the gradual development of high-speed, automatic packaging machinery 
and of material conveyor systems based upon a constant flow principle, the necessity 
for a cluttered plant, flooded with materials in process, disappeared. The problem, 
in fact, was turned completely around since any tendency toward clutter militated 
against the most efficient operation of a straight-line plant. 

Movements for sanitation, for better lighting, for the comfort, convenience and 


improved working conditions of plant operatives meanwhile took effect. It was 
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discovered that the greater strain of working with high-speed machinery required 
much more careful consideration of the working conditions of the plant operatives. 
It was found that proper lighting, heating, adequate seating arrangements and 
scientifically planned working conditions paid their way in increased output and 


particularly in improved quality. 


The years immediately following 1929 found few changes—relatively speaking— 


occurring in the plants themselves. Package machinery engineers and industrial 
architects were, however, not idle at this time and the first opening for new con- 
struction found them equipped to supply plants and plant machinery of a much higher 
technical level than had obtained during the 1920's. Thus, in new plants today we 
find a completely different appearance in the plant, which reflects the achievement of 
the solution to many plant problems of sanitation, automatic operation, improved 


working conditions, etc. 


When this trend had progressed to a certain point, many manufacturers discovered 
that their plants were potentially inviting places—that they might be used as adver- 
tisements and that visiting consumers might profitably be guided on tours through the 
plants. This naturally resulted in increased attention to both interior and exterior 
plant architecture. At the same time, a drive toward more adequate housing of 
moving parts was under way, as the machinery manufacturer’s answer to a host of 
conflicting state, city and local regulations requiring varying forms of safety guard 


around operating mechanisms. 


The two trends have met, in the last year, with the creation of a number of so- 
# called streamlined machines—so designed and so constructed as to meet the operating 
requirements of safety, of protection of delicate moving parts, electric eye mechanisms 
and similar devices. And at the same time so planned as to conform with the plant 


operator's desire for units that are clean, modern and attractive, and that appear so 


to the eyes of passing visitors. 


This tendency has been particularly notable among the machinery entries in 
the 1937 All-America Package Competition. It is to be seen in the major new plants 
constructed during the year. It will, no doubt, be carried much further during the 
next year or two, not onlyin respect to packaging machinery, but with regard to many 
other construction features of the packaging plant. New materials, such as glass 
block, new facilities, such as air-conditioning, and new automatic machinery and 
conveying systems will be synthesized in the plant of the near future to a far greater 


degree than they are today. 
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In presenting the award-winning packages for the 1957 All-America Competi- 
tion, it is but fitting to pay tribute to the members of the board of judges. 
Patiently and with infinite care, new members Lita Bane and H. W. Brightman 
and veterans Vaughn Flannery, William MV. Bristol, Jr. and George Rh. Webber 


examined and weighed every one of thousands of entries. 


Seeking neither compensation nor reward for this work, they will find both, 
we hope, when they examine the pages that follow. For, on these pages, with- 
out a doubt, appears the finest group of All-America winners that the packaging 


industries and this Gompetition have as yet brought forth. 
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SILVER AWARD TO BEECH-NUT PACKING CGO. 
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labels and seals 
SILVER AWARD TU W. A. TAYLOR & CO. 
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SILVER AWARD TO GHARLES GULDEN, 





ge 
Prepar* 
~ 





wR aE - 


c repaced | os ge # 


Se 
‘¥ tea Goulist 
aay; 











nigid franshareml comlatners 
( 


f 
= 
: 


SILVER AWARD TO ST. MARYS WOOLEN MANUFACTURING CO. 
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SILVER AWARD TO GANNON MILLS, Ine. 
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SILVER AWARD TO STEVEN GANDY KITCHENS, Ine. 
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SILVER AWARD TO STANDARD OIL CO. (Indiana) 
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SILVER AWARD TO THE QUAKER MAID GO., Ine. 
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SHVER AWARD [TO THE GOGA-COLA GO. 
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collars thle tutes 


SILVER AWARD TO MURPHY VARNISH CO. 











plastic COMMU HOID 


SILVER AWARD TO KEM GARD SALES CORP. 
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Lranspravont lags and envelopes 
SILVER AWARD TO MANCHESTER BISCUIT CO. 
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SILVER AWARD TO OMAHA COLD STORAGE CO. 
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/SILVER AWARD TO GHEVROLET MOTOR DIVISION, 
| GENERAL MOTORS SALES CORP. 
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SILVER AWARD TO THE RONALD MEYER POP CORN GO. 





miscella NCO 


SILVER AWARD TO LARSEN BAKING GO., Ine. 
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famtl yf group 
SILVER AWARD TO CHAS. M. HIGGINS & CO., Ine. 
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SILVER AWARD TO SAVANNAH SUGAR REFINING CORP. 


SEE COMPLETE STORY IN PRODUCTION SECTION 
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BRONZE AWARD TO THE TAYLOR WINE CO. 








of aque wraps 
BRONZE AWARD TO WEBSTER EISENLOHR, 
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labels and seals 
BRONZE AWARD TO BR. H. MACY & CO., Inc. 
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BRONZE AWARD TO BAXTER LABORATORIES, Ine. 
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BRONZE AWARD TO GUDEBROD BROS. SILK CO., Ine. 
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BRONZE AWARD TO GARLYLE, Ine. 
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BRONZE AWARD TO GARSON PIRIE SCOTT & CO. 
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metal containers 


BRONZE AWARD TO THE EXPELLO CORP. 
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BRONZE AWARD TO H. J. HEINZ CO 


THE 
1937 ALL-AMERICA PACKAGE COMPETITION 








THE 1937 ALL-AMERICA PACKAGE COMPETITION 


utndou dt) Ma Ys 
rg 


BRONZE AWARD TO GANADA DRY GINGER ALE, Ine. 
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BRONZE AWARD TO MONTGOMERY WARD & CO. 
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Cransparowt bays and en velopres 


BRONZE AWARD TO MERCK & GO., Ine. 


nvelope contains one 
teaspountful MERCK SODIUM 
PERBORATE FLAVORED, es- 
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BRONZE AWARD TO SHAKESPEARE CO. 
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BRONZE AWARD TO SEEMAN BROTHERS, Ine. 
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BRONZE AWARD TO ANACONDA WIRE & CABLE CO. 
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SEE COMPLETE STORY IN PRODUCTION SECTION 
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BRONZE AWARD TO THE UPJOHN GO. 
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BRONZE AWARD TO BRISTOL-MYERS CO. 


SEE COMPLETE STORY IN PRODUCTION SECTION 
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GOLD AWARD TO MATTHEWS-WELLS GO., Ltd. 











GOLD AWARD TO NATIONAL HOSIERY MILLS, Ltd. 
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GOLD AWARD TO WALTER M. LOWNEY CO., Ltd. 
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Being a series of detailed descriptions of the award-winning packages 


pictured on the preceding pages, with appropriate and well-earned bows 


for those who contributed toward their design and manufacture. 


GOLD AWARDS 


AN INDEX OF ACHIEVEMENT 





glass containers HIRESTRA LABORATORIES, Ine. 


(SEE PAGE 119) 


Unusually striking is the jar created for Endocreme, a hormone cream 
priced within the buying range of the top half of the consumer market. 
The black empire designed jar with its integral pedestal base and its black 
lithographed closure has commanded unusual display, both on its own mer- 
its as an attractive container and because ot its complete departure from tra- 
ditional practice in the cosmetic field. The two thin gold bands and the 
reversed gold lettering on the rim of the closure tie-in with the gold set-up 
box used as an outer container. Simplicity has here been relied upon to 
establish the value and command a price for a hitherto unknown product. 
How successfully the design has performed may be judged by the fact that 
over 700 retail accounts were opened, within eight months of the product's 
introduction, without the aid of salesmen. 


opaque wraps YP. DUFF & SONS, Ine. 


(SEE PAGE 120) 


In redesigning the packages for a variety of the company’s cake mixtures, 
the difficult problem of safeguarding the perishable preparations against 
moisture had to be solved. The tin cans formerly used had not been found 
practical and after long experimentation it was decided to use the present 
package which provides a triple protection for the product. The flour is 
enclosed in a bag, the bag within a carton and the whole wrapped and 
sealed with aluminum foil. Full color reproductions of the cake, baked with 
the various mixtures, appear on the back and front of each package, with 
additional explanatory matter on the white side panels. The packages have 
achieved various economies over the tin can formerly used. They occupy 
less space, yet give greater display, on the retailer’s shelves, are more easily 
handled and stacked and reduce transportation costs. 


Credit—Designer: Ely Jacques 
Kahn. dar and closure: Owens- 
Illinois Glass Co. Bottom label: 
Ever Ready Label Corp. Paper: 
Artcote Papers. Box: F. N. Burt 
Co. and Hess & Denson. Filma- 
Seal: Ferdinand Gutmann & Co. 
Displays: Ivel Corp. 


Credit—Designer: dim Nash and 
Reynolds Metals Co. Cartons: 
Grant Paper Box Co. and Gardner- 
Richardson Co. Shipping Con- 
tainers: Kieckhefer Container 
Corp. Wrappers: Reynolds Metals 
Co. Adhesive: National Adhesives 
Corp. Liners: Pittsburgh Wax 
Paper Co. Displays: Consolidated 
Lithographing Corp. Filling, and 
lining machinery: J. L. Ferguson 
Co. Wrapping machinery: Stokes 
& Smith Co. 
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Credit—Designer: Arthur S. Allen. 
Labels: Oxford Print Co., Forbes 
Lithograph Mfg. Co. and The 
Nevins Church P:ess. Wraps: 
William W. Fitzhugh, Inc. Cans 
and can sealing machinery: Amer- 
ican Can Co. Bottles: Owens- 
Illinois Glass Co. Caps: Crown 
Cork & Seal Co. Special can 
labeling and wrapping machinery: 
F. B. Redington Co., Burt Ma- 
chine Co., Liquid Carbonic Corp. 
and Oslund Bros. Machine Co. 
Wrapping machinery: Package 
Machinery Co. Capping machin- 
ery: Adriance Machine Co. and 
Anchor Cap & Closure Corp. Can 
sealing machinery: Max Ams 
Machine Co. 


closures 


Credit—Designer and manufac- 
turer of carton: American Coating 
Mills, Inc. Jars: Owens-Illinois 
Glass Co. Labels: French-Bray 
Printing Co. Dripcutclosure: Na- 
Mac Products Co. Handle of 
closure: Catalin, fabricated by 
Schwarz Bros. 


mgid lransprarent containers 


Credit—Designer and manufac- 
turer: dos. H. Meyer Bros. Plas- 
tacele cellulose acetate plastic: 
E. I. du Pont de Nemours & Co., 


Inc. 


set tf proper hoves 


Credit—Designer and manufac- 
turer of set-up paper boxes: Karl 
Voss Corp. Designer of bottles, 
bowls, labels and closures: London 
House, Ltd. 
Louis Dejonge & Co., Japan Paper 
Co., Artcote Paper Co. and Keller- 
Dorian Paper Co., Inc. Board: 


Paper suppliers: 


182 





latehs and seats 


MODERN PACKAGING 


WM. UNDERWOOD CO. 


(SEE PAGE 121) 


From a design standpoint, the company wanted ‘family resemblance’ to 
correlate a heterogeneous assortment of packages which were formerly not 
produced as a family. Extraneous detail was deleted from the old labels 
and the type carefully edited so that the ‘red devil’’ trade mark identifica- 
tion would be brought out with the utmost clarity. Color background differs 
for various product groups, adding a pleasing decorative note in mass dis- 
play and making the products readily distinguishable. The small amount 
of copy on the face of the label gives a clean, modern impression. The 
packages, placed on the market last July, are receiving preferred position 
on store counters and have increased sales in sizable measure. 


SHERFICK FARMS 


(SEE PAGE 122) 


A novel closure for honey jars is utilized here to facilitate use of the product. 
The knife action of the closure cuts off the pouring honey and effectively 
prevents dripping. The jar is packaged in a carton with die-cut sides, af- 
fording ample display of the clear golden color of the product and allowing 
the ‘‘no-drip’’ top to be seen. 


hAYSER STORES, Ine. 


(SEE PAGE 123) 


The advantages of rigid transparent containers appeal to both the aesthete 
and the practical minded. The oval shaped container used for four pairs 
of Kayser hose not only displays the merchandise effectively, but likewise 
finds appeal in the service it renders, after the hose have been removed, as 
subsequent utility boxes in the home. 


LONDON HOUSE, Ltd. 


(SEE PAGE 124) 


Since the individual packages within these set boxes were unusual in ma- 
terial and labeling treatment, the principal aim sought in designing the set- 
up boxes was to provide a suitable container which might serve to set off 
the attractive inner packages. To this end, a design scheme was adopted 
utilizing a vertical band rising from the center of the front panel of each box, 
continuing across the top and down the rear panel. The arger boxes were 
given beveled lids and, while thus made attractive as containers, were 
likewise designed to serve as background for the inner containers when 
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utilized as display units. The bases were covered with velour paper to set 
off and contrast with the lighter colored unit containers. The entire line 
has met with an unusual introductory success during the past Christmas 
season and the company reports itself hard pressed to meet deliveries. 





Butterfield-Barry Co. Box labels: 
Manhattan Label Co. Bottles: 
Red Wing Pottery Co. Bottle 
closure: Imperial Metal Mfg. Co. 
Bottle label: Anigraphic Process, 
Inc. Secondary seal: Parke- 
Davis & Co. Shave Bowls: Hol- 
gate Bros. Co. Shave bow! label: 
Stanley Mfg. Co. Bottom label on 
bottle and insert for bowl: Con- 
tinental Printing Co. Talc can: 
Continental Can Co. Talc clos- 
ure: Klik-Tite Cap & Container 
Co. ‘‘Cellophane’’ seal on soap: 
E.I. du Pont de Nemours & Co., Inc. 


opaque tags and envelopes STANDARD BRANDS, Inc. 


(SEE PAGE 125) 


This new package was developed in order to provide improved appearance, 
greater shelf visibility and additional product protection. The problem was 
particularly difficult because it was essential that the package change in- 
volve no material increase over the cost of the former paper bag. In design, 
the artists have departed from the conventional, combining the richness 
of metal foil with a new technique in the application of inks and lacquers. 
Product protection is provided by a tamper-proof tape seal and a specially 
developed liner board. A completely new and radically different type of 
machinery was specia!ly designed in order to produce the package economi- 
cally and at high speed. The application of protective lacquer coating 
over the printed foil involved the development of a new process not previ- 
ously commercially practicable. In the short time since its introduction, 
in test areas, the package has met with wide consumer and dealer accep- 
tance and has secured increased voluntary display space. 


folding cartons ESMOND MILLS 


(SEE PAGE 126) 


Through the use of photography on the Esmond blanket boxes, the outside 
of the container reflects, in life-like reproduction, the appearance and qual- 
ity of the product within. Each full size reproduction, on every face of the 
container, is identical in color to the blanket which it carries. A range of 
twelve colors is available. The company’s coat-of-arms trade mark identi- 
fies the product to the consumer. Further individual identification is pro- 
vided covering size, color, style and serial number. 


HEIZ & HEIZ, Ine. 


mrelal contatners 
(SEE PAGE 127) 


The all-metal hopper to contain bolts, nuts and other metal products, pre- 
viously packaged in paper cartons, was designed to accomplish various 
objectives. First, it offers convenient stacking, easy accessibility and 
eliminates open-stock bins. Second, sealed label and cellophane wrapper 
insure clean shelf packages, plus full-count factory quantities. Third, the 
list price, prominently displayed, eliminates catalog reference and speeds 
up selling. Finally, it induces full-container sales. Jobbers report a 200 
per cent increase in sales since the introduction of the new container. 


Credit—Designer: Jim Nash. Foil 
wrapper: Reynolds Metals Co. 
Lining board: Robert Gair Co., 
Inc. Sealing tape: Dennison Mfg. 
Co. Adhesives: National Adhesives 
Corp. Machinery: 
Scale Corp., Ltd. 


Pneumatic 


Credit—Designer: National Fold- 
ing Box Co. Art work and pho- 
tography: Lippke-Kruger Studio, 
Inc. Manufacturer: National Fold- 
ing Box Co. Machinery: Interna- 
tional Paper Box Machinery Co. 


Credit—Designer and manufac- 
turer: Heiz & Heiz, Inc. Designer 
of label: Louis Koster. Printer of 
label: Thompson Co. Printers, 
Inc. ‘‘Cellophane”’ cellulose film: 
E. I. du Pont de Nemours & Co., 
Inc. Steel: American Steel & Wire 
Co. and Carnegie-Illinois Steel 
Corp., subsidiaries of U. S. Steel 
Corp. Can making machinery: 
Heiz & Heiz, Inc. 
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Credit—Designer and manufac- 
turer: Jos. H. Meyer Bros. Plas- 
tacele cellulose acetate plastic: 


E. I. du Pont de Nemours & Co., 


Inc. 


countey, floor OF shelf displays PHILLIPS-JONES CORP. 


(SEE PAGE 128) 


In the display for Van Heusen shirts, a novel innovation has been introduced. 
Heretofore shirts, particularly white ones, have not been displayed on the 
counter because they collect dirt and dust and wilt from the heat of the 
counter lights. The company has solved this problem by utilizing a trans- 
parent case which displays the shirt, in upright bosomed position, fully 
visible from all sides while protecting it from soilage. 


window U3 Mays THE F. & M. SCHAEFER BREWING 


Credit—Lithographer: 


Freeman Co., Inc. Photographer: 


Paul Hesse. 


colt lif ttle tutes 


Einson- 


(SEE PAGE 129) 


A double appeal to both dealer and consumer was achieved in the window 
display for Schaefer beer. By utilizing various edibles that are usually 
associated with the beverage, the company has gained increased dealer 
acceptance since the display helps to sell food products in addition to beer. 
The unit combines direct color photography with the deep-etch offset process 
of lithography to achieve a display that carries ample appetite appeal. It 
is claimed that the average life of this window display is from four to five 
weeks, thus indicating an extremely favorable dealer reaction and, presum- 
ably, high sales power. 


THE INTERNATIONAL PRINTING INK CORP. 


Credit—Designer: International 
Printing Ink Corp. Tubes: White 
Metal Manufacturing Co. Caps: 
Colt’s Patent Fire Arms Mfg. Co. 
Keys: Larson Tool & Stamping 
Co. Filling Machinery: Enterprise 
Manufacturing Co. Closing and 
sealing machinery: Standard Spe- 
cialty & Tube Co. 


(SEE PAGE 130) 


Redesign of the Everyday ink containers has provided added utility for the 
consumer. The former ‘'glued-on’’ label has been dropped in favor of 
lithography directly on the tube itself. Each tube is identical in color with 
its contents and thus identifies itself instantly. Each is equipped with a 
patented winding key which facilitates ejection of the comparatively ‘'stiff'’ 
contents even when the large tube is full. These convenience features and 
the general attractiveness of the new tubes have been credited by the manu- 
facturer with a large part of the 1000 per cent sales increase enjoyed during 
the last year. 


plastic COMMATH OI BARD-PARKER CO., Inc. 


Credit—Designer: Dr. J. Alfred 
Wilson. Molded by: General 
Electric Co., Plastics Department. 
Material: Plaskon, Plaskon Co., 
Inc. Vials and pipettes: Kimble 
Glass Co. Closures: Colt’s Patent 
Fire Arms Mfg. Co. 


(SEE PAGE 13]) 


A hematological set for taking blood counts would, of necessity, it was rea- 
soned, have to be packaged in a container which would assure sterility and 
cleanliness. Accordingly, a plastic container was adopted because of its 
ability to withstand abuse and its permanent finish which can be washed 
and sterilized easily. Interior partitions are molded-in to hold each of the 
various items of the set snugly in place. 


Craniprarent bags and en rolopies GANNON MILLS, Ine. 


Credit—Designer: Cannon Mills, 
Inc. Envelopes: Shellmar Prod- 
ucts Co. ‘“‘Cellophane’’ cellulose 
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MODERN PACKAGING 


(SEE PAGE 132) 


This is a new hosiery package brought out in connection with the introduc- 
tion of branded hosiery under the Cannon name. Because of proven con- 


sumer acceptance of this name, it was felt that a sealed pack, which would 
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place responsibility tor the condition of the product upon the manufacturer, 
would be acceptable to the consumer. Such a package insures mill-fin- 
ished hose, free from flaws, and reduces damage due to handling in the 
store. The pack is of a convenient size and easily carried in the average 
handbag. The printed transparent bag allows the consumer to see the 
product and yet provides complete information as to the shade of the hose, 
the size, quality and construction as well as cross references to other avail- 
able types and shades. 


Cransprarent wraps 


(SEE PAGE 133) 


In an effort to convey, to architects and other prospective users, the beauty 
and utility of Insulite wallboard by means of samples, a series of multi-color, 
printed transparent wraps was developed. The wraps utilize the board 
itself as background for outline drawings which demonstrate the manner of 
use and appearance, when used, of the company’s wallboard. Thus, one 
design illustrates workmen lifting a panel into position for erection upon a 
wall, while in another design, the appearance of ceiling-installed tiles is 
shown by an outline drawing through which the board appears. The com- 
pany reports excellent results, both in the case of salesmen-supplied samples 
and of those which are distributed direct by mail. 


Film: E.I.du Pont de Nemours & 
Co., Inc. Box wraps and stickers: 
Oberly & Newell Lithograph Corp. 


THE INSULITE CO. 


Credit—Designer: Insulite Co. 
Manufacturer: Milprint, Inc. Ma- 
terial: Lumarith, Celluloid Corp. 


j upiping comtatneys THE B. F. GOODRICH CO. 


(SEE PAGE 134) 


A container was sought for the company’s garden hose which would not 
only serve as a shipping unit, but would also achieve window and counter 
display. An octagonal-shaped corrugated box was adopted, in varying 
sizes and colors, to accommodate different lengths and grades of hose. The 
container is die-cut in the middle, with tuck-type locks in the sides to join 
the cover and bottom of the box. This opening makes for convenient han- 
dling and also acts as a core around which the hose is wound. 


fitve CANS 


(SEE PAGE 135) 


The objective of the fibre can for roller skates was to place the product in 
the consumer's hands in perfect condition. Hermetically sealed bottom 
and lid insure the contents against rust as moisture cannot penetrate the 
package. Skate accessories, straps and keys, cannot be lost or pilfered, 
leaving stripped pairs of skates in stock. The colorful can lends itself to 
effective mass display and has received favorable reception from dealers 
and consumers since its introduction. 


aneicellancous 


(SEE PAGE 136) 


Point of sale display of the silverware was desired and has been substanti- 
ally acquired with the adoption of the Revelation silver chest. The chest is 
a wooden box with a cellulose acetate top, made in such a manner that 
it operates very much on the basis of the old-fashioned roll-top desk. The 
ribbed transparent cover protects the merchandise from dust, dirt and tar- 
nish while permitting full display of the product within. Since the cover 


Credit—Designer and manufac- 
turer: Inland Container Corp. 
Colordecoration : Continental Color 
Corp. 


KINGSTON PRODUCTS CORP. 


Credit—Designer: Louis E. Wade, 
Inc. Manufacturer: American 
Can Co. Label: Kingston Products 
Corp. Machinery: American Can 
Co. 


INTERNATIONAL SILVER GO. 


Credit—Designer: International 
Silver Co. and Pilliod Cabinet Co. 
Manufacturer: Pilliod Cabinet Co. 
Transparent cover: Acetate sheet 
by Eastman Kodak Co. Fabric: 
Arthur D. Champlin. 
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Credit—Designer: Pinaud Paris 
House, Laboratories and Packag- 
ing Departments. Boxes: Wallace 
Paper Box Co. Labels: Richard 
M. Krause, Inc. Caps: Bridgeport 
Metal Goods Corp. Bottles: Carr- 
Lowrey Glass Co. Wood containers: 
Schutz Bros. Inc. Paper: Louis 
Dejonge & Co. Shave cream tube: 
Bond-Penn Tube Co. 


rolls out of sight when desired, the individual items are readily accessible 
for examination or use. Sales of the silver chest have been outstanding and 
the company is completely satistied with its display and sales ability. 


PINAUD, Ine. 


(SEE PAGE 137) 


In designing the Morning Canter family group, one single element was 
adopted and carried through every item in the line as a means of achieving 
family resemblance and unity. Taking the set-up box, in which each item 
or group of items is sold, as the correlating element, the designers freed 
themselves from the necessity of forcing any other parts of the package into 
a non-functional relationship with other packages in the group. Thus each 
jar, tube, label and closure could be designed for individual beauty and 
utility. That the theory proved correct may be judged by an examination 
of the fine appearance of any one of the units of this family. 








( 
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MUONINCLY and equipment JOS. SCHLITZ BREWING CO. ; 


Credit—Bottle packers, 
units, belt conveying systems: 
Standard-Knapp Corp. Fillers, 
soakers and pasteurizers: Geo. 
J. Meyer Mfg. Co. Filling and 
capping machinery, caps: Crown 
Cork & Seal Co. Labeler: Economic 
Machinery. Bottles: Owens-Illi- 
nois Glass Co. Adhesives: Na- 
tional Adhesives Corp. Corrugated 
containers: Downing Box Co. 


gluing 


(SEE PAGE 138) 


The Schlitz Brewing plant this year introduced completely new and auto- 
matic equipment for packing bottled beer into cases, conveying these cases 
through case sealing equipment and thence to storage rooms and shipping 
platforms. Particularly ingenious were the methods by which the output 
from a number of lines of bottling equipment was concentrated through one 
halt as many case packing machines and through even fewer case sealers, 
special equipment being used to effect junctures between the various in- 
tersecting conveyor lines. 


SILVER AWARDS 


glitss contarners WISCONSIN HONEY FARM 


Credit—Designer: Wisconsin 
Honey Farm and Anchor-Hocking 
Glass Co. Bottle and shipping 
container: Anchor-Hocking Glass 
Co. Cap: Phoenix Metal Cap Co. 
Label: U.S. Printing & Lithograph 
Co. Engraver of displays: Northern 
Engraving Co. Printer of displays: 
Meisenheimer Printing & Litho 
Co. Adhesives: National Adhesives 
Corp. Filling and capping ma- 
chinery: U. S. Bottlers Machinery 
Corp. Labeling machinery: New 
Jersey Machine Corp. 


ofraque uvapis 


Credit—Designer: Arthur S. Allen. 
Lithographer: Stecher - Traung 
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(SEE PAGE 139) 


The designers here sought a container for the company’s Land O’ Lakes 
Honey that would be distinctively different from those more commonly used 
in the field. The jar, as finally adopted, utilizes two bands of honeycomb 
design with a band of clear glass between. Thus the package suggests 
the product and identifies itself with the single manufacturer to whom its 
use is restricted, while, at the same time, permitting a clear view of the con- 
tents and facilitating machine labeling. An eye for consumer convenience 
induced the designers to provide an unusual low center of gravity and thus 
to achieve a self-balancing container not easily tipped over. Sales results 
have more than justified the expense of the private mold, having jumped by 
more than 100 per cent in 1937 over the previous year. 


BEEGH-NUT PACKING CO. 


(SEE PAGE 140) 


The aim here was to obtain a package of a size similar to the company’s 
London Assortment so as to utilize the same production machinery. A wrap 
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was adopted instead of a set-up box to cut down costs. Full color photo- 
graphic reproduction of the biscuits against a background of varying blues, 
with identification and labeling limited to the use of the Beech-Nut trade 
mark at either end of the package, has resulted in a distinctive container 
with pronounced appetite appeal. 





Lithograph Corp. Carton: Atlantic 
Carton Co. Paper for corrugated 
liner and cups: Riegel Paper Corp. 
Waxed paper in box: Nashua 
Gummed & Coated Paper Co. 
Blue foil on biscuits: Reynolds 
Metals Co. Paper liner corrugated 
by: Fairmount Box Co. Cups 
processed by: Old Mill Paper 
Products Co. Machinery: Package 
Machinery Co. 


latel, and seals W. A. TAYLOR & CO. 


(SEE PAGE 141) 


In planning the container for this brand of Rum, the designers took cogni- 
zance of the fact that this was a new product in a crowded field. Restricted 
for a number of reasons to the use of a standard green glass cognac bottle, 
they sought to achieve distinction principally through the use of a finely 
detailed and carefully reproduced label, emphasizing the brand name and 
quality nature of the product. The handsome label, easily read from a con- 
siderable distance and easily differentiated from the majority of competing 
Rum labels, has secured an extraordinary percentage of display without 
any special promotion in this direction. In less than a year, the product 
has become the largest selling Rum, it is claimed, in the New York market. 


CHARLES GULDEN, Ine. 


clos UVES 
(SEE PAGE 142) 


Sought for, and attained, in the planning of this mustard jar, was a means of 
inducing a re-purchase habit. For this purpose, a series of full color litho- 
graphed closures was designed, reproducing and illustrating various recipes 
involving the use of the company’s product. Purchase of a minimum of six 
jars is required for the consumer to obtain the entire series of recipes. The 
jar was given a wide-mouth construction so that tablespoon measuring could 
be easily accomplished by the housewife. The base of the container was 
so constructed as to fit over the jar cap, thus making stacking on dealers’ 
shelves easy. 


nigid transf arent containers 


ST. MARYS WOOLEN MANUFACTURING 


(SEE PAGE 143) 


Because blankets are subjected to hazards on display, resulting in bolling 
of the nap, and are prone to gather dust and dirt because of their woolly 
surface, the company was faced with the problem of selecting a container 
that would both protect and display the product simultaneously. Accord- 
ingly, a rigid transparent box was chosen to accomplish both purposes. 
The container shows the blanket to best advantage and thus makes it far 
more appealing to the prospective purchaser and, at the same time, pro- 
tects it against soilage. Additional sales advantages are found in the re- 


use appeal of the sturdy box. 


Credit—Designers: V. Bobri and 
Alley & Richards Co. Label: U. S. 
Printing & Lithograph Co. Clos- 
ure: Armstrong Cork Co. Foil 
hood: Rentschler & Co. Bottle: 
Owens-Illinois Glass Co. 


Credit—Designer: Charles Gulden, 
Inc. Jars: Hazel-Atlas GlassCo. and 
Tygart Valley Glass Co. Closures: 
National Seal Co., Inc. Machinery: 
Pneumatic Scale Corp., Ltd. 


CO. 


Credit—Designer: St. Marys 
Manufacturing Co. 
Printer: L. A. Liebs Co., Inc. 
Material: Lumarith by Celluloid 
Corp. 


Woolen 
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set-up fraper toves CANNON MILLS, Ine. 


(SEE PAGE 144) 


Credit—Designer: Cannon Mills, Designed primarily for gift purchase, this container was planned to embody a 


Inc. Box: Old Dominion Box Co. minimum of brand name advertising and a maximum of colorful attractive- 
Paper: Louis Dejonge & Co. ness. Since the contrast between the colored towels and the white sheets 
Board: Manchester Board & Paper _is unusually striking, the box utilizes subdued tones designed to harmonize 


Co. ‘Cellophane’ cellulose film rather than ‘‘fight’’ the products themselves. The hinged lid permits open 
wrap: E.I.du Pont de Nemours & = display and the entire construction is of an extremely sturdy nature to permit 
Co., Inc. of continued utilization of the package in the home as a shelf or closet box. 


folding cartons STEVEN GANDY KITCHENS, Ine. 


(SEE PAGE 145) 


Credit—Designer and manufac- The motif, color and design of these packages are entirely in accord with its 
turer: Paper Package Co. Interior seasonal nature. An octagonal shape was adopted because it had parallel 
packing: Wax moss by Pioneer opposite sides, allowing for a square pack. The mechanical design permits 
Paper Stock Co. shipping the box flat from box maker to candy maker, thus lowering costs. 


metal containers STANDARD OIL CO. (Indiana) 


(SEE PAGE 146) 


Credit—Designer: A. L. Henkel. Designed for a market in which package development has been notable by 
Manufacturer: Standard Oil Co. its absence, these containers exhibit a number of unusual features. The 
of Indiana. Can making ma- two color photographic reproductions are suggestive of the use to which the 
chinery: E. W. Bliss Co.,Cameron — products are put and hence serve to explain and advertise the material con- 
Can Machine Co. and Standard tained within the can. Unusual display is likewise achieved through the 
Oil Co. of Indiana. Caps: Phoenix use of these photographs which are carried over three panels of each con- 
Metal Cap Co. tainer. The fourth panel bears a lithographed sales message and directions. 


counter, floor OY ihel ds lays 
THE QUAKER MAID CO., Ine. 


(SEE PAGE 147) 


Credit—Designer: Gair Creative To tie-in with the Atlantic and Pacific Tea Company’s springtime promotion 


Design. Manufacturer: Gair of tea, the company developed this corrugated floor display for its Nectar and 
Cartons Division of Robert Gair =Our Own brands. The unit was designed to serve as a display for either 
Co., Inc. one of the brands. To accomplish this dual purpose, display panels are 


printed on two sides so that either side may be shown, depending upon the 
brand of tea placed in jumbled fashion in the floor bin. The color scheme 
and the floral design, lithographed in black, yellow and green, serve har- 
moniously for both brands. 


wtndou Aisplays THE COCA-COLA CO. 


(SEE PAGE 148) 


Credit—Designerandlithographer:  =This revolving door display utilizes an unusual three-dimensional construc- 

Niagara Lithograph Co. tion to achieve an equally unusual degree of window dominance. The in- 
genious design and the fine full color reproduction of the various characters 
in the display have served to draw countless thousands of people to the win- 
dow and into the store. 
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(SEE PAGE 149) 


The adoption of a ‘‘Unitainer’’ or single-dose tube has made possible an 
entirely new method of merchandising ready-mixed paints. Formerly it 
has been customary for dealers to carry a large variety of tints in stock. 
Under the present merchandising scheme, the dealer is stocked with white 
paint plus an assortment of four sizes of ‘‘Unitainers’’ containing tinting pig- 
ment. To secure a given tint to match a color card sample, it is only neces- 
sary to select-the proper sized ‘‘Unitainer”’ to tint either a gallon, half gallon, 
quart or pint of white paint. The results achieved include reduced compli- 
cations of manufacturing schedules and reduced dealers’ inventories. 
Sales, are reported to greatly exceed the company’s early expectations. 


collapsttle (utes MURPHY VARNISH CO. 






Credit—Designer: John O. Powers 
Co. Unitainers: Sun Tube Corp. 
Cartons: National Folding Box 
Co. Machinery: F. Jd. Stokes Ma- 
chine Co. 


plastic contatnerys KEM CARD SALES CORP. 


(SEE PAGE 150) 


This package was designed to provide a visual display for the fairly expen- 
sive playing cards contained therein. The re-use value of the container has 
been stressed in advertising and the long life of the cards—likewise adver- 
tised—demanded a container of equal longevity. To achieve these vari- 
ous aims, a transparent molded plastic material of crystal clarity and unusual 
light transmission qualities was utilized. Sales demand is reported by the 
package sponsor to be far in excess of present production facilities. 


Cransparent bays and en velopies 
MANGHESTER BISCUIT CO. 


(SEE PAGE 15]) 


The use of a transparent package for the company’s Flame Kissed Zwieback 
permits the product to be seen to advantage while, at the same time, afford- 
ing protection. A folded cardboard strip is stapled over the folded top 
of the bag, providing a handy method of carrying the package and also 
serving as an upright display card, carrying the price ticket. The printed 
design is symbolic of the name of the product. 


Credit—Designer: J. Franklin 
Whitman, Jr. Molded by: Gorham 
Co., Plastics Division. Material: 
Lucite, E. I. du Pont de Nemours 
& Co., Inc. Outer set-up box: 
Dennison Mfg. Co. 


Credit—Designer: Manchester Bis- 
cuit Co. Manufacturer and 
printer: Milprint, Inc. Closure 
and name tag: Chicago Carton 
Co. Staples: Acme Steel Co. 
Stapling machinery: Neva-Clog 


Products, Inc. 


lranspr avenl vars OMAHA COLD STORAGE CO. 


(SEE PAGE 152) 


The rapid development of the frosted foods industry has raised many techni- 
cal problems of product protection under unusual conditions. The prize- 
winning wrap, in this instance, is a transparent cellulose sheet designed to 
individually wrap frosted poultry both for purposes of protection against 
deterioration and discoloration and as a means of affording effective display 
at the point of sale. The wrap bears the company’s brand and trade mark 
colorfully printed small enough to permit full view in spite of variation in 
shape and size of the bird, yet large enough to provide display. 


Credit—Designer and manufac- 
turer: Milprint, Inc. Material: 
“*‘Cellophane”’ cellulose film, E. I. 
du Pont de Nemours & Co., Inc. 


shipping containers CHEVROLET MOTOR DIVISION, 
GENERAL MOTORS SALES CORP. 


(SEE PAGE 153) 


The Special Deluxe Seat Cover carton was developed primarily as a ship- 
ping container to protect the product during shipment and delivery. How- 





Credit—Designer: Chevrolet Motor 
Division, General Motors Sales 
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Corp. and Hinde & Dauch Paper 
Co. Corrugated box: Hinde & 
Dauch Paper Co. 





ever, a dual objective was achieved by so designing the carton as to make it 
attractive enough to be given counter and window display. Two cover 
panels are utilized for display. The upper cover panel is so constructed 
as to form a display card, while the lower panel folds back over the front of 
the container, tucking under the bottom. The sales message printed on 
these two display areas has been kept effectively simple in design. 


fitre cans THE RONALD MEYER POP CORN CO. 


Credit—Designer: Cyril Schettler. 
Cans: Sefton .Fibre Can Co. 
Labels: Bureau of Engraving. 
Sealing machinery: Sefton Fibre 
Can Co. Filling machinery: Julius 
Frank Machine Works. 


woerirellaneotts 


Credit—Designer: Larsen Baking 
Co. Chromium container: Kro- 
mex Corp. Glass container: An- 
chor-Hocking Glass Co. Wrap: 
‘‘Cellophane’’ cellulose film by 
E. I. du Pont de Nemours & Co., 
Inc. Ribbon and bow: Norma 
Novelty Co. Label: Tompkins’ 
Label Service. 


‘eeeane 
fomil, Y yroup 


Credit—Designer: Egmont Arens. 
Folding cartons and displays: 
Robert Gair Co., Inc. Collapsible 
metal tubes: Bond-Penn Tube 
Co. Glass containers: Hazel-Atlas 
Glass Co., Fairrnount Glass Works, 
Inc., and Whitall-Tatum Co. Metal 
containers and displays: American 
Can Co. Shipping containers: E. J. 
Trum, Inc., Kenhue Paper Box Co. 
and Hinde & Dauch Paper Co. 
Labels and seals: William W. Fitz- 
hugh, Inc., and U. S. Printing & 
Lithograph Co. Closures: Truslow 
& Fulle, Inc., Compo-Site, Inc., 
Tyer Rubber Co. and National Seal 
Co., Inc. Wrap-around labeler: 
Liquid Carbonic Corp. Capping, 
straight line labeling and filling 
machinery: Pneumatic Scale Corp. 
Ltd. Carton forming, filling and 
sealing machinery: F. B. Reding- 
ton Co. Tube filling and clipping: 
Arthur Colton Co. 
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(SEE PAGE 154) 


After experimentation, it was decided to adopt a fibre can with varnished 
label for the company’s popcorn because of the air-tight and moisture-proof 
elements necessary to keep the corn in good popping condition. The use 
of photographic reproduction of a real ear of corn as the design theme sup- 
plies eye appeal and effective mass display. Although the package has 
been on the market only a short time, sales have increased more than 600 
per cent over the same period last year when the popcorn was sold in bulk. 


LARSEN BARING GO., Ine. 


(SEE PAGE 155) 


The Larsen fruit cake bowl was designed with several purposes in mind. 
Attractive presentation was to be combined with re-use possibilities in order 
to achieve greater profits and new sales outlets for the company. The solu- 
tion was found by packaging the cake in a fluted glass bowl which is, in 
turn, nested in a chromium plated metal basket with handle. The container 
may later be used as an ice bowl or as a dish for serving candy, fruits, etc. 
Tongs are provided to complete the unit. The company reports a 25 per 
cent increase in sales over the previous year. 


CHAS. M. HIGGINS & CO., Ine. 


(SEE PAGE 156) 


Seeking to establish a family relationship among products in widely differ- 
ing sizes and types of packages, many of which had not been redesigned for 
50 years, the designers adopted the simple device of a color circle with the 
company logotype set either within the circle or in close proximity to it. 
This design unit now appears on every package in the line. Mechanical 
improvements and convenience features were added to many of the pack- 
ages during the redesign process. For instance, the writing ink bottles 
were made square so as to stack more easily. 
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SAVANNAH SUGAR REFINING CORP. 


(SEE PAGE 157) 


Packaging engineers here supplied the packager with an integrated series 
of machines tor opening, folding, filling and sealing paper bags at a high 
output rate and with a substantially reduced labor requirement. The use 
of the machines also made possible the production of packages of far greater 
uniformity of appearance than could have been obtained by hand methods 
even at far greater packaging costs. 


BRONZE AWARDS 






Credit—Filling, settling, shaping, 
cleaning and sealing equipment: 
Consolidated Packaging Machinery 
Corp. Bags: Union Bag & Paper 


Corp. 


glass containers THE TAYLOR WINE CO. 


(SEE PAGE 158) 


Objective here was to package wine in a new and novel manner in order to 
compete with the foreign varieties. A bottle in the shape of a decanter was 
adopted and a special glass stopper provided. Heretofore a few hand- 
blown decanters have been used to make an outstanding package, but the 
use has been limited due to extremely high cost. The present bottle has 
been produced by a machine process and, with the stopper, costs no more 
than a conventional container. The original shipment is made with a cork 
adequately sealing the wine, but upon withdrawal of the cork, the stopper 
is inserted, forming a perfect decanter which may be used indefinitely. 
The shape of the bottle, as well as the metal neck foil and decalcomania 
label, combine to make a unique wine container. 


ofrague wrapis 
(SEE PAGE 159) 


Typical of the increasing trend toward cigar box redesign and simplification, 
but unusual in its clever use of embossed printed metal foil, this container 
was designed for use with cigars likewise wrapped in foil. In afield where 
until recently a tradition of elaborate and gaudily colored designs stood un- 
challenged, this simple package has achieved an unusual degree of domi- 
nance in the display case, and sales—in the cities in which it has been in- 
troduced—far exceed the available supply. 


latch, and sea BR. H. MACY & CO., 


(SEE PAGE 160) 


Utilizing an imported wood paper as a wrap-around label covering the entire 
lower portion of each of the bottles in this set, the designers captured an 
unusually pleasing contrast between the label and the frosted glass surface 
of the container itself which rises above the label and is, in turn, topped by 
a satin finished brass closure. The labels are printed in one color and copy 
is restricted to an outline drawing of a sea-horse emblem and a decorative 
border formed by the trade name. The set boxes likewise utilize the wood 
paper and do double duty both as the presentation piece and as a permanent 
container stand for the items in use. Gold pyroxylin coated paper, as used 
in edging the box top and the rim of the box base, ties in cleverly with the 
color of the package closures. 


Credit—Designer: The Taylor 
Wine Co. Glass and shipping 
container: Owens-Illinois Glass 
Co. Label: Palm, Fechteler & Co. 
Lead capsule: Reynolds Metals 
Co. Secondary closure: Mundet 
Cork Corp. Metal neck band: 
Etched Products Co. Filling ma- 
chinery: The Karl Kiefer Ma- 
chine Co. 


WEBSTER EISENLOHRA, Ine. 


Credit—Designers: ArthurS. Allen 
and General Lithographic Corp., 
subsidiary of the American Label 
Co. Metal foil: Reynolds Metals 
Co. Box: Autokraft Box Corp. 
Foil lacquer: International Print- 
ing Ink Corp. Display: Banes & 
Mayer. Machinery: Harris- 
Seybold-Potter Co. 


Inc. 


Credit—Designer: R. H. Macy & 
Co., Inc. Box and label: Dennison 
Mfg. Co. Bottle: Carr-Lowrey 
Glass Co. Paper: Japan Paper Co. 
Closure: Scovill Mfg. Co. Bottle 
label: Borough Press. 


MARCH 1938 191 













Cc los UVC) 


Credit—Designers: Don Baxter, 
Inc. and Baxter Laboratories, 
Inc. Bottles: Owens-Illinois Glass 
Co. Closure: Aluminum Seal Co. 
Band: Acme Steel Co. Wire bail: 
Racine Iron & Wire Works. Rub- 
ber stopper and diaphragm: U. S. 
Rubber Products, Inc. and Star 
Packing & Supply Co. Glass air 
tube and dispensing equipment: 
Kimble Glass Co. 


BAXTER LABORATORIES, Ine. 


(SEE PAGE 161) 


The Vacoliter is a container-dispenser used for intravenous solutions in 
hospitals. Such solutions are injected directly from the container into the 
veins of the patient and must arrive at the bedside in the same pure state 
in which they leave the laboratories. This is assured by the Vacoliter with 
its visible vacuum seal, a tamper-proof metal closure which may be easily 
torn off. Sterile injection tubing is then inserted in a rubber stopper and 
the Vacoliter inverted and suspended by an attached bail, thus serving im- 
mediately as a dispensing unit when time is the all-important factor. The 
unit has received wide acclaim from hospital authorities because of its 
sanitary and utilitarian features. 


mg td vans fe arent conlatners 


GUDEBROD BROS. SILK CO., Inc. 


Credit—Designer and manufac- 
turer: Hygienic Tube & Container 
Co. Label: Temple Press. 


(SEE PAGE 162) 


This little kit, designed for dime store sales, encloses twelve varieties of 
thread and the necessary needles within a transparent cylinder. To save 
the cost of a closure and to permit the inclusion of a thimble, the cylinder 
was so designed as to snap over the wider end of the metal thimble which thus 
serves to hold the remaining portions of the kit in place. Brand name and 
designation are effected through the use of a small label inserted within the 
transparent cylinder. The entire unit is both inexpensive and compact. 


jel ufc paper foves CARLYLE, Ine. 


Credit—Designer of bottle: Carlyle 
Toiletries. Designer of shave 
bowl: Pacific Label Co. Designer 
and manufacturer of container: 
Standard Paper Box Co. Designer 
and manufacturer of labels: Pa- 
cific Label Co. Bottles: Carr- 
Lowrey Glass Co. Metal Caps: 
Phoenix Metal Cap Co. Bowl: 
Hollywood Turning & Cabinet Co. 
*‘Cellophane”’ on shave bowl: E. I. 
du Pont de Nemours & Co., Inc. 
Machinery: Ogden Perfection 
Filter Co. 


folding canons 


Credit—Designer: Carson Pirie 
Scott & Co. Folding Boxes: Robert- 
son Paper Box Co. Glassine paper: 
Hartford City Paper Co. Litho- 
graphed box wrap and band: Michi- 
gan Lithographing Co. Trans- 
parent acetate wrapping: Transo- 
lene Co. Set-up boxes: Alden 
Mills. Cellophane ribbon: John 
C. Welwood Corp. 
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(SEE PAGE 163) 


Carlyle shaving accessories are marketed in a series of set-up boxes designed 
to carry out a nautical note embodied in the individual product packages. 
Utilizing wood grain papers, the box wraps have been printed with a top 
design reproducing an anchor and flags and with a series of navy blue waves 
maintaining the nautical atmosphere on the box sides. Most unusual and 
extremely effective in establishing the ‘‘atmosphere’’ of these packages is 
the use of actual pieces of rope, both on the box tops, where they tie-in with 
the anchor illustration, and in the interior of the containers where a loop 
of rope serves to hold the round wood shaving bowl in position. The dark 
blue metal foil platform sets off the light colored packages when the boxes 
are open for display. 


GARSON PIRIE SCOTT & CO. 


(SEE PAGE 164) 


The various lines of textile products marketed by this company were form- 
erly packed in an unusually large number and sizes of boxes with a variety 
of unrelated designs. The redesign project reduced the number of these 
containers by close to 90 per cent. In the case of the silk and lingerie lines, 
six brands packed in sixty separate sizes of boxes were brought to two brands 
packed in three sizes of boxes—six color combinations were reduced to one. 
Twelve boxes formerly utilized for underwear were replaced by two. Pil- 
low cases and sheets, formerly wrapped in brown paper, tied with string, 
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are now packed in well designed boxes bearing a definite family resem- 
blance. Standardization of these containers, the adoption of simple yet ef- 
fective design and the elimination of various boxes has effected very sizable 
savings and has achieved a very marked increase in consumer sales. 


metal contatners THE EXPELLO CORP. 


(SEE PAGE 165) 


To develop a package that would be simple and bold in execution was the 
aim in designing a container for Vanish cleaner. The color scheme of black 
and white was adopted with a view toward harmony in any bathroom where 
the product could be used. The container of oval shape is so constructed 
as to make it easy to handle. The closure is easily removed or replaced by 
means of a lever device, an important feature in a package of this type since 
it is necessary to keep the can tightly closed when not in use. The package 
forcibly calls attention to the trade mark name, tells what the product is for 
and indicates how it is to be used. 


counter, floor OX shelf displays H. J. HEINZ CO. 


(SEE PAGE 166) 


To encourage the sale ot Heinz soups in restaurants, drug store fountains 
and lunch rooms, was the purpose behind the development of the Electric 
Soup Kitchen display. Hence the designers sought to facilitate serving of 
the soup so as to require little time and effort. The combination of display 
and portion-heating appliance was accomplished by the utilization of a 
stepped metal unit, which holds a complete variety of the company’s soups 
in orderly arrangement and in full view of the consumer, and which provides 
for two heating units at either side of the display. Thus the counterman is 
enabled to heat the soup in front of the patron efficiently and quickly. The 
display has been well received by the trade for which it was intended and, 
it is claimed, has resulted in increased sales through these outlets. 


window displays CANADA DRY GINGER ALE, Inc. 


(SEE PAGE 167) 


This display and its accessory units—festoons, side cards, bottle tops and 
price tickets—sought to tie-in the company’s advertising slogans with a full 
color photographic reproduction of a comic mannequin which would arouse 
comment and attract attention. That it did so to an unusual degree is 
amply proven by the fact that some 15,000 drug store and grocery store 
windows utilized the unit during the summer of 1937. The illustration itself 
and the blues and greens used in its reproduction served to give a refresh- 
ing ice-cold effect to these windows during the hot months when the piece 
was used. 


collapsitle ites MONTGOMERY WARD & CO. 


(SEE PAGE 168) 


In the design of the shaving cream tube, a strong masculine color combina- 
tion was utilized. The design on the tube is placed well up toward the neck 
‘© that even though the tube is rolled up, the name of the manufacturer is 
liscernible until almost the entire contents have been consumed. 
































Credit—Designer: Martin Ullman. 
Can: Crown Can Co. Carton: 
Brooks Bank Note Co. 


Credit—Designer and manufac- 
turer: Helmco, Inc. Metal sign: 
Donaldson Art Sign Co. 


Credit—Lithographer: Polygraphic 
Co. of America. 


Credit—Designer: Ward's Bureau 
of Design. Tube and carton: New 
England Collapsible Tube Co. Clo- 
sure: Colt’s Patent Fire Arms Mfg. 
Co. Filling and sealing machin- 
ery: F. J. Stokes Machine Co. 
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Credit—Designer and manufac- 
turer of jars: Colt’s Patent Fire 
Arms Mfg. Co. Material: Plaskon, 
Plaskon Co., Inc. Designer and 
manufacturer of box: F. N. Burt 
Co. 


plastic containers HARRIET HUBBARD AYER, Ine. 


(SEE PAGE 169) 


These containers—priced for the luxury and gift market—were designed to 
provide those values not usually secured in infants’ toilet preparation pack- 
ages. Each container is re-fillable by merely removing the wide screw-on 
top and hence the sale of a set insures future sales of re-fills. Each container, 
likewise, houses a built-in mechanism which squeaks when the spring- 
operated molded button is pressed. This is intended to attract the infant 
and thus to facilitate the application of the various items. The jars are 
available in delicate shades of blue or pink with white applied lettering. 
The molded material utilized makes for cleanliness and resists breakage. 


Cransparent faqs and en volopres MERCH & CO., Ine. 
C 


Credit—Designer: Merck Package 
Development Department. Manu- 
facturer of Pliofilm: Goodyear 
Tire & RubberCo. Carton: Robert 
Gair Co., Inc., and William W. 
Fitzhugh, Inc. Mailing box: Wil- 
liam W. Fitzhugh, Inc. Filling, 
sealing and labeling machinery: 
Ivers-Lee Co. 


(SEE PAGE 170) 


The accepted means of sales promotion for Sodium Perborate, a germicidal 
powder, is by providing the dentist with samples which he, in turn, may give 
to his patients with directions for use. It was desired to design a profes- 
sional sample package that would be convenient for the dentist to store and 
one that he would not object to retaining. Further, it was necessary that 
the package be moisture- and sift-proof. The answer to these requirements 
was found in small transparent envelopes made of Pliofilm, a rubber deriva- 
tive material, which prevents loss of flavor, does not deteriorate from contact 
with Sodium Perborate and is impervious to water vapor. The envelopes 
are heat sealed on all sides thus preventing sifting of the powder or the en- 
trance of moisture. The small envelopes are bound, “‘bookwise,"’ in a 
folder which carries the sales message, and 24 envelopes are then placed 
in a display box for mailing to the dentist. 


shipping contatners SHAKESPEARE CO. 


Credit—Designer and manufac- . 


turer: American Boxboard Co. 
Designer of label: Norton & Bar- 
rett Advertising Art. Printer of 
label: Howard Printing Co. Box 
assembled by: No. 4 stitcher, The 
Heller Co. 


(SEE PAGE 171) 


The sponsors of the Shakespeare rods and lines are better known in the field 
as the makers of reels. Hence the basic function of these display containers 
was to make the angler conscious of the fact that these larger units of equip- 
ment were offered by the same company. The kits were therefore designed 
not merely as shipping containers, but to achieve coveted store display for 
the Shakespeare name. The unusual construction of partitions and di- 
viders not only protects the product in shipment, but provides for its upright 
display in the store. The container serves as a re-usable housing which the 
consumer retains after purchase. 


jitre cans SEEMAN BROTHERS, Ine. 


Credit—Designer: Charles W. Hoyt 
Co. Cans: Cross Paper Products 
Corp. Labels: Richard M. Krause, 
Inc. Closures: Cross Paper Prod- 
ucts Corp. 
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(SEE PAGE 172) 


Dri-Pique, a new seasoning product designed particularly for table use, 
utilizes a gold foil label printed in black and white. The large 1-lb. canister 
is equipped with a nickel plated metal top which rotates to form a suitable 
pouring opening. The smaller container utilizes a combination metal, felt 
and fibre closure, equipped with a raised rim by means of which the metal 
sifter may be rotated to provide either small or large pouring openings. 
Both product and packages are reported by this sponsor to have met with 
speedy and widespread dealer and consumer acceptance. 
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(SEE PAGE 173) 


To effect a family resemblance among all Anaconda wire and cable products 
was the underlying purpose behind the redesign of these packages. Prior 
to selecting a design, a six months’ survey was conducted covering manufac- 
turers’ plants and jobbers’ and dealers’ stock rooms. The new design was 
tinally adopted because of its strong visibility, easy readability and remem- 
brance value and because its simplicity permitted application to various types 
and sizes of packages. The color units were consolidated into a few simple 
areas to form a picture which would convey a definite impression of black 
and orange so that this color combination would become identified with the 
company and its products and thus acquire a trade mark value. 


family group ANACONDA WIRE & GABLE CO. 






Credit—Designer: Anaconda Wire 
& Cable Co. Corrugated cartons: 
Container Corp. of America, Hinde 
& Dauch Paper Co., National 
Container Co. and Agar Mfg. Co. 
Burlap Bags: Bemis Bro. Bag Co. 
Lithographed metal spools: J. L. 
Clark Mfg. Co. Spool and can 
labels: Robinson Tag & Label Co. 
Spool wrappers: Michigan Litho- 
graphing Co. Spool labels: Wheeler 
Van Label Co. Undecorated metal 
cans: American Can Co. 


machinery and equipment THE UPJOHN CO. 


(SEE PAGE 174) 


This pharmaceutical manufacturer utilizes a very wide variety of types and 
sizes of glass containers and was formerly obliged to wash these by hand, 
drying them in ordinary kilns. The new machinery installation utilizes a 
series of spray baths followed by drying chambers, through which bottles 
of all varieties are transported by conveyor. The mechanism has not only 
provided a very substantial cost reduction, but has likewise permitted the 
achievement of conditions of sterility not heretofore obtainable. Replacing 
a number of hand laborers, the present installation has been in operation at 
an average cost of only slightly over 20 cents per hour. 


Credit—Filling, sealing, washing, 
drying equipment: U. S. Bottlers 
Machinery Co. Capping equipment: 
Pneumatic Scale Corp. Ltd. and 
Consolidated Packaging Machinery 
Corp. Bottles: Owens-Illinois 
Glass Co. Labels: Barnes Print- 
ing Co. Closures: Owens-Illinois 
Glass Co., Anchor Cap & Closure 
Corp., Phoenix Metal Cap Co. and 
Ferdinand Gutmann & Co. Car- 
tons: Grand Rapids Paper Box Co. 


mMahineyy and equipment BRISTOL-MYERS CO. 


(SEE PAGE 175) 


A change in package design permitted a 69 per cent average increase in 
output for the Bristol-Myers Co. on its Mum production line. The changed 
design made it possible for engineers to re-plan the labeling of the Mum jar 
for continuous operation and greater speed. This, with certain other 
changes, has reduced labor and general production costs while, at the same 
time, improving the quality of the package. 


CANADIAN DIVISION 


MATTHEWS-WELLS CO., Ltd. 


(SEE PAGE 176) 


In this family group of food products, widely distributed through chain and 
retail outlets in all provinces of Canada, it was found necessary to use stock 
jars in most instances. In planning labels, therefore, the designer sought 
to create a unifying element which would serve to tie together the various 
items in the line. The metal closures were likewise utilized as a means of 
providing design unity. Both labels and closures bear full color reproduc- 
tion of the Rose trade mark. 


Credit—Labeling machinery: New 
Jersey Machine Corp. Filling 
machinery: Filler Machine Co. 
Cappers: Consolidated Packaging 
Machinery Corp. Cartoning ma- 
chinery: R. A. Jones & Co. Wrap- 
pers: Package Machinery Co. 
and Scandia Manufacturing Co. 
Bundlers: Package Machinery Co. 
Jars: Hazel-Atlas Glass Co. and 
Carr-Lowrey Glass Co. Labels: 
National Label Co. Closures: An- 
chor Cap & Closure Corp. 


Credit—Designer: Sampson-Mat- 
thews, Ltd. Bottles: Dominion 
Glass Co., Ltd., and Consumers 
Glass Co., Ltd. Caps: Anchor Cap 
& Closure Corp. Shipping con- 
tainers: Canadian Wirebound 
Boxes, Ltd., and Corrugated Paper 
Box Co. Labeling machinery: 
Potdevin label pasting machine by 
Harris-Seybold-Potter, Ltd. 
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Credit—Designer of box and en- 
velope and lithographer of box: 
The Reid Press. Box: Tresidder 
Bros., Ltd. Envelope: Bradshaw’s 
Ltd. ‘‘Cellophane’’: Canadian In- 
dustries., Ltd. Paper: Wyomissing 
Glazed Paper Co. 


Credit—Designer: E. W. Reynolds 
& Co., Ltd. Manufacturer: Do- 
minion Paper Box Co., Ltd. Trans- 
parent window: Lumarith, Cellu- 
loid Corp. 


Credit—Designer and lithographer: 
Sampson Matthews, Ltd., and Jd. 
Walter Thompson Co. ‘‘Cello- 
phane’’: Canadian Industries, Ltd. 


Credit—Designer: Arthur Forester 
Packagings Organization. Manu- 
facturer: Bradshaw's, Ltd. ‘‘Cello- 
phane’’: Canadian Industries, Ltd. 
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NATIONAL HOSIERY MILLS, Ltd. 


(SEE PAGE 177) 


A set-up box for hosiery that suggests, through design, the Phantom No-Sha- 
Do name of the product it is to carry. A girl's face appears on the cover, so 
photographed and shadowed as to seem to disappear and reappear under 
varying light. A cellophane envelope within the box holds the hosiery and 
the entire ensemble carries out the theme of the phantom-like design. 


T. S. SIMMS & GO., Ltd. 


(SEE PAGE 1'78) 


A shaving brush container which would serve as an attractive display unit 
from which the brushes could be sold and which would likewise serve as 
a shipping container was looked for in the development of this package. 
The container permits full view of the brushes and allows the dealer to dis- 
pense the items easily. Sturdily built, the unit utilizes strong basic colors 
to appeal more readily to masculine tastes. 


MeCORMICH’S, Ltd. 


(SEE PAGE 179) 


Appetite appeal through clever design in the Bix, Fiddlestix and Krackers 
packages serves to achieve unusual display value. The Fiddlestix package 
was designed to present a new type of cocktail biscuit to the market. The 
aim was to familiarize consumers with the actual appearance of the cracker. 
This was accomplished by an all-over pattern of the biscuits lithographed in 
full color photographic reproduction. An unusual triangle shape package 
was adopted to enhance appearance on display. The Bix package is a 
redesign which achieves appetite appeal through the daring use of massed 
color contrast. Large areas of black background accentuate the realism 
of the biscuit photographs carried on the carton in a pattern design. The 
Krackers package was designed to achieve a family kinship to a line of the 
company’s products already on the market. This was lithographed in four 
colors and design held to a graphic simplicity, placing emphasis on the 
appearance of the crackers themselves. 


WALTER M. LOWNEY CO., Ltd. 


(SEE PAGE 180) 


The purpose of the company in redesigning its Molasses Kisses package was 
to stimulate a demand for the product since sales had been rapidly falling 
off. It seemed desirable to package the candy in a transparent bag, thus 
fully displaying the product, advertising its quality and creating a desire to 
buy through actual vision of the sweets. The company has found the new 
package a successful one. It has not only boosted sales, but has transferred 
it from a purely seasonal product to an all-year-round seller. 
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Top your packages 
with Stylish Caps 


TYLISH metal caps are im- 

portant factors in selling your 
packages to consumers. They add 
the necessary touch of smart closure 
decoration to your containers that 
creates additional display value. 
And they seal your products se- 
curely so that your customers re- 
ceive their full money’s worth in 
factory-fresh quality. 

Armstrong’s Metal Caps provide 
sales advantages that have made 
them the choice of many leading 
manufacturers of packaged prod- 
ucts. They are accurately formed 
from high quality metal so that 
their threads engage glass bottle 
finishes firmly to produce snug, 








secure seals. They may be selected 
from a wide range of standard 
colors—or, they may be litho- 
graphed with your own trade-mark 
in colors to harmonize with your 
labels and cartons. 

For better protection and smart 
decoration, seal your products with 


Armstrong’s Metal Caps. Write 
today, for complete information 
and your copy of the Armstrong 
catalog of caps and corks entitled 
“Better Seals for Better Sales.” 
Armstrong Cork Products 
Co., Closure Division, 916 
Arch St., Lancaster, Pa. 


THERE’S AN ARMSTRONG CLOSURE FOR EVERY SEALING NEED 


MARCH 1938 197 





Prence 


in Premium Value , the premium being better quality, 
not any of those fancy gewgaws that grandma got with soap wrappers. 
... for we are speaking of toilet soap* tightly wrapped in Aluminum Foil to 
keep air, light and heat from stealing scent, color, and moisture. Aluminum 
Foil seals in the fragrance and freshness, delivers this valuable premium with 
every bar. 
...there’s a difference in display value, too. Aluminum Foil sparkles, gets 
preferred positions in store displays. In any array of packages, Aluminum Foil 
stands out sharply, a shining invitation to buy. 

.. we've been speaking generally of Aluminum Foil. Actually, we mean 
ALCOA Aluminum Foil. It comes in all forms needed for packaging: natural 
or colored finishes, plain or embossed surfaces, backed or unbacked. Perhaps 
you would like to have samples. Write Aluminum Company of America, 


2129 Gulf Building, Pittsburgh, Pennsylvania. 


“What is said, however, applies just as well to 
tea, candy, tobacco or cheese, in fact to any 
product whose freshness needs extra protection. 
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Were the All-America Package Competition merely a question of pinning a 


few medals upon a few pretty packages—and then forgetting about them—it would 
be of little importance to the prize winners and of even less importance to the pack- 


aging industries as a whole. 


That such is not the case has been demonstrated for several years past by the 
annual examination of the results achieved in terms of sales by the packages that were 
selected for award in previous years. For such examination has shown a very close 
correlation between success in the All-America Competition and success in the market 
place. The 1936 All-America winners show this correlation at an even higher degree 
than was previously the case. On the pages which follow, are detailed results reported 
by each of the manufacturers responsible for the creation and marketing of last year's 
All-America winners. Wherever quotation marks are used, the phrasing is that of 


the particular package sponsor. 


GOLD AWARDS 


1. GLASS CONTAINER DIVISION. William Jame- | 4. METAL CONTAINER DIVISION. Schaefer Beer. 


son Irish American Whiskey. William Jameson & Co., The F. & M. Schaefer Brewing Co, Brooklyn, N. Y. 
Inc., New York, N. Y. ‘‘The prize-winning package “Our can beer sales today represent over 30 per cent of 
helped tremendously in acquainting the jobbers, dealers our package volume and have been responsible for a very 


and American drinking public with William Jameson's 
Irish Whiskey. It provided a vehicle in which it rode 
into the dealers’ stores. Designed as a special holiday 
package, it has since been replaced by a new container 
for all year use.” 


2. FOLDING CARTON DIVISION. Holland Potted 
Bulbs and Giant Easter Lilies. Hewett P. Mulford and 
Co., Lebanon, Ohio. ‘The prize-winning package 1s 
still in use. We believe the package will double last 
year's sales volume, which is indeed a wonderful record. 
No difficulties or complications have arisen in the prepa- 3 
ration, marketing or use of these packages. Dealer 
and consumer reactions have been exceptionally favor- 
able and without question the package has accomplished 
even more than we hoped for.” 


3. SET-UP BOX DIVISION. Kro-Flite Golf Balls. 
A. G. Spalding & Bros., New York, N. Y. ‘The prize- 
winning package is still in use and we find that it has 
stimulated sales to a great extent.”’ 
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large increase in our total bottle and can sales in 1937 
over 1936. While the trend of beer sales has, in some 
instances, been downward in 1937, our sales have con- 
tinued to grow and we feel that due to the award we 
have been able to do better than the average in the 
metropolitan market.”’ 


5. COLLAPSIBLE TUBE DIVISION. Vitalis Seal- 
tube. Bristol-Myers Co., Hillside, N. J. ‘‘We adopted 
sealed tubes in order to insure that the customer in the 
barber shop will receive genuine Vitalis when called 
for. Our records indicate that our sales of Vitalis for 
the first ten months of 1937 as compared with the same 
period of 1936 are approximately double. While this 
increase is not due to the package alone. it is certain that 
the tubes have done more than their part in increasing 
the volume of our business. We have made no changes 
on the tubes themselves, but have introduced some im- 
provements in the box used in containing and displaying 
the tubes. Dealer response has been extremely enthusi- 
astic and we have received innumerable letters from bar- 
bers evincing this enthusiasm which is further con- 
firmed by increased sales.’’ 


6. FAMILY GROUP. Harriet Hubbard Ayer Toilet 
Preparations. Harriet Hubbard Ayer, Inc., New York, 
N. Y. ‘Our prize-winning packages of 1936 are still in 
use and we are enjoying our good business on same. No 
difficulties or complications have arisen and no unfavor- 
able reactions have been noted.” 


7. COUNTER, FLOOR OR SHELF DISPLAY. Vend- 
A-Pak Display. The Washburn Co., Worcester, Mass. 
‘The Vend-A-Pak display is still in use and we intend 
to continue it through 1938. It has been instrumental 
in obtaining more than our share of increased business 
in this field during the past year, the proportion of our 
sales gain over 1936 being far greater than that experi- 
enced by the industry as a whole. Generally speaking, 








we have not run into any difficulties or complications in 
the manufacture or use of this display. Our problem 
has been one of developing the habit among the hardware 
retail trade of carrying this merchandise in consumer 
packages instead of the old bulk form, and here the dis- 
play has been the major means to the desired end.”’ 


8. RIGID TRANSPARENT CONTAINER DIVISION. 
Excel-Oreno Fishing Line. South Bend Bait Co., South 
Bend, Ind. ‘‘Sales increased notably this year while 
using the new package as compared to the one we had 
previously. The new package and particularly its dis- 
play value contributed materially in the creation of this 
sales increase.”’ 


9. TRANSPARENT WRAP DIVISION. Goetze’s 
Pork Sausage. Albert F. Goetze, Inc., Baltimore, Md. 
‘The prize-winning package is still being used and sales 
have approximately doubled those of last year. While 
we have made slight changes in the product itself, the 
package remains as originally designed.” 


10. OPAQUE WRAP DIVISION. Budweiser Beer 
Holiday Wrap. Anheuser-Busch, Inc., St. Louis, Mo. 
‘We were very successful with the Christmas wrap in 
achieving sales and are using it once again in the current 
season. We have experienced considerable favorable 
comment among dealers and consumers.”’ 


11. LABEL & SEAL DIVISION. Morrell Meat Prod- 
ucts. John Morrell & Co., Ottumwa, Iowa. ‘‘Sales 
of the prize-winning group of items for the year ended 
November 1 were almost double 1936 and the prize win- 
ning packages are, of course, still in use.”’ 


12. TRANSPARENT BAG & ENVELOPE DIVISION. 
Rograin Hosiery. Roman Stripe Mills, Inc., New York, 
N.Y. ‘‘The sales of these stockings have increased over 
the past year and the trade has pronounced this one of 
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the most beautiful packages in our industry. While we 
have retained the packages, as a whole we have found 
that a certain portion of our trade is averse to using an 
envelope. As a consequence we have transferred the 
same design to a cellophane sheet. While this does 
not make an easily handled package in itself, it does 
permit the sales clerk to replace unsold stockings more 
quickly.”’ 


13. OPAQUE BAG AND ENVELOPE DIVISION. 
Pamperin’s Smoking Mixture. The Pamperin Cigar Co., 
Smoking Tobacco Division, La Crosse, Wis. ‘‘The 
package achieved wide distribution in sales territories in 
a dozen states, and has thus succeeded as an introductory 
package for the product.’’ This firm reports that some 
complaint has been experienced because the package does 
not stand up under continued use as a pouch. Yet, it is 
continuing to utilize the package for introductory work 
and reports many calls for a 12-0z. can of tobacco which 
it has recently introduced. 


14. PLASTIC CONTAINER DIVISION. Dedon Host- 
ess Package. Dedon Laboratories, Erie, Pa. ‘‘The 
Hostess package is still in use, but its wide promotion 
has been postponed temporarily, pending the develop- 
ment of a package of identical appearance, utilizing a 
plastic material which will meet certain technical 
difficulties caused by the nature of the product and 
package.’’ The company reports that ‘‘We are con- 
tinually receiving, however, unsolicited requests for the 
item and expect to promote it for widespread distribu- 
tion in the near future. There have been only favorable 
reactions on the part of dealers and consumers within the 
limits of the distribution we have given it.”’ 


15. FIBRE CAN DIVISION. Borg-Warner King Pin 
Kit. Borg-Warner Service Parts Co. and Borg-Warner 
International Corp., Chicago, Ill. ‘The package seems 
to be ideal for our purpose and has had a very favorable 
effect on sales of our King Pin line, due in large measure 
to its outstanding advantage of eliminating the possi- 
bility of counterfeit parts being substituted for Borg- 
Warner King Pins.”’ 


16. SHIPPING CONTAINER DIVISION. Closure 
Shipping Case. The Crown Cork & Seal Co., Balti- 
more, Md. ‘‘The prize-winning package has worked 
out in every way to our satisfaction and, although de- 
signed largely for practical utility features rather than 
for sales promotion, has had a beneficial effect on sales. 
No difficulties or complications have arisen for its use and 
we plan no modification of this type of package.”’ 





17. MISCELLANEOUS DIVISION. — Suspender-Tie 
Case. Pioneer Suspender Co., Philadelphia, Pa. ‘‘The 
package in question was one of our special holiday pro- 
motions for 1936 and it did a splendid selling job for us 
during that season, stimulating sales to a point not pre- 
viously experienced in its particular price range.” 
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SILVER AWARDS 


18. GLASS CONTAINER DIVISION. Abbott Alcolo. 
Abbott Laboratories, North Chicago, Jll. ‘‘Inasmuch 
as our sales on this particular item have more than 
doubled, I believe it would be a conservative statement 
to say that the package itself was responsible for 100 per 
cent of the increase.”’ 


19. METAL CONTAINER DIVISION. Johnson's 
Enamel. S.C. Johnson & Son, Racine, Wis. ‘‘We have 
had much favorable comment on our newly styled paint 
containers from dealers who are quick to recognize the 
better display value of the new design. While it is im- 
possible to say exactly how much the design may have 
influenced sales, it is a fact that sales of this product are 
greater than they were last year.”’ 


20. FOLDING CARTON DIVISION. Dole Air and 
Vacuum Valves. The Dole Valve Co., Chicago, Ill. 
‘Regarding sales success—the packages have been 
breaking all sales records. There were a few comments 
in our shipping department when the packages were 
new regarding their bulk, but this was something that 
we had not only foreseen, but had counted on to give us 
that extra smash display which we felt was desirable. 
It more than offset, in our opinion, the larger cartons 
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e The printing press is capable of as much harm as 
good. A lack of knowledge of its limitations with box- 
board stocks has ruined many a promising folding carton. 

The relationship between the printing qualities of 
folding boxboard and the kind of printing and ink cover- 
age expected of it, has become a service instead of a 
guess in the modern plants and laboratories of Container 
Corporation. 

Special knowledge of this sort makes Container 


Corporation's "Packaging by Prescription" method work. 





A HEARTY WELCOME awaits you 
at Container Corporation of Amer- 
ica's headquarters at the Packaging 


Exposition (Booths 401-402). 

















Our complete control of pulp, paperboard and carton 
manufacture insures thorough understanding of materials. 
And our unique design and merchandising services insist 
that Concora cartons combine "the beauty that sells" 
with "the strength that protects." Ask our representative 


to explain how these services can help you. 





The same thoroughly practical approach distinguishes 
Concora corrugated and solid fiber shipping containers 
— makes them the choice of thousands of careful shippers. 











CONTAINER CORPORATION OF AMERICA 


General Offices: 111 West Washington Street, Chicago, Ill. 


Mills, Factories and Sales Offices at Strategic Locations 
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necessary for shipping. The valves are better packed, 
from a purely technical standpoint, than ever before, and 
the brilliance of the packages themselves has been 
utilized a great deal for window and counter display.”’ 


21. COLLAPSIBLE TUBE DIVISION. Mansfield 
Shaving Cream. Bourjois, Inc., New York, N. Y. 
‘The prize-winning package is still in use, having met 
with the same success in 1937 that greeted its introduc- 
tion in 1936. The package is definitely giving a good 
account of itself.’’ 


22. MISCELLANEOUS DIVISION. Cotton Pellet 
Dispenser. Johnson and Johnson, New Brunswick, 
N. J. ‘‘The Cotton Pellet Dispenser has exceeded our 
expectations from the standpoint of sales and has been 
enthusiastically received by the dental profession.” 


23. FAMILY GROUP. Hormel Meat and Dairy 
Products. Geo. A. Hormel & Co., Austin, Minn. 
“Our prize-winning packages are still being used. 
We are not in a position to say to what extent new 
sales were occasioned by the use of these packages, but 
we have received much favorable comment.”’ 


24. LABEL & SEAL DIVISION. Eagle Brand Magic 
Milk. The Borden Co., New York, N. Y. ‘“‘The 
prize-winning label is being retained and we feel that 
it gives a definite sales and merchandising advantage in 
that the product now has better shelf and store display 


value.”’ 
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25. TRANSPARENT WRAP DIVISION. Bentwood 
Forks. John H. Mulholland Co., Milford, Del. 
‘During the past season, from the time our original 
package was redesigned, we experienced a sales increase 
of almost 100 per cent. We have not encountered any 
difficulties in connection with this package and it is 
being used in its identical form at present.”’ 


26. OPAQUE WRAP DIVISION. Beech-Nut Luster- 
Mint. Beech-Nut Packing Co., Canajoharie, N. Y. 
‘This package has had extremely good sales. From the 
time we started to use the redesigned package, we had 
approximately a 50 per cent increase in sales which we 
attribute solely to the new design.”’ 


27. RIGIDTRANSPARENT CONTAINER DIVISION. 
Autograf Hair Brush. Hughes-Autograf Brush Co., 
Inc., New York, N. Y. ‘‘The package for which we 
received an All-America Silver Award is still in use by 
us and has proved to be very successful.”’ 


28. OPAQUE BAG AND ENVELOPE DIVISION. 
Paas Pure Food Colors. Paas Dye Co., Newark, N. J. 
‘The prize-winning package is still in use and we are 
offering it this year for the first time generally. On the 
basis of last year’s sales experience, we noted that the 
new package met with instant approval on the part of 
dealers and consumers, sales showing a nice increase as 
a result of the new package design.”’ 
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29. PLASTIC CONTAINER DIVISION. Fruit Cake 
Box. Larsen Baking Co., Inc., Brooklyn, N. Y. “‘Our 
package design for holiday use showed a 34 per cent 
sales increase over the previous year. We actually sold 
this package to '/; of all the customers we serve, which 
is a remarkable achievement in a house-to-house baking 
business such as ours, and even though we sold to one 
out of three last year and have added an additional 
attractive container this year, we still have a steady 
demand for the prize winner of 1936." 





30. SHIPPING CONTAINER DIVISION. Gift Wine 
Case. Italian Swiss Colony, San Francisco, Calif. 
The sales of this package to the general public as a 
Christmas gift box was entirely successful last year— 
so much so that we repeated it during the following 
Christmas season.’’ 




































































31. WINDOW DISPLAY DIVISION. Hiram Walker 
Christmas Display. Hiram Walker, Inc., Detroit, 
Mich. “‘We have no way of determining the success 
of this window display except by its popularity with 
the trade. The demand for our 1936 display, even after 
the holidays, would indicate that it was extremely suc- 





cessful as a display unit. 


BRONZE AWARDS 
32. GLASS CONTAINER DIVISION. Castilian Toilet 


Preparations. Castilian Products Corp., Hollywood, 
Calif. “The prize-winning packages are still in use and 
have achieved sales beyond our earlier expectations. 
We believe that winning an All-America award has 
helped considerably in making sales for this package. 
We have been able to take advantage of the publicity as 
well as to merchandise the value of this award to the 


public.” 


33. FOLDING CARTON DIVISION. Collins Butter- 
scotch. Peter Paul, Inc., Naugatuck, Conn. ‘‘The 
volume of sales on the prize-winning package has been 
far ahead of expectations and has only been limited 
by our inability to produce. The package is meeting 
with an increasing widespread acceptance, particularly 
in the syndicate and chain store field, and we expect to 
increase sales by several fold in the coming year. This 
looks like a pretty clean bill of health and we must sav 
that it has, to use a current expression, ‘gone to town.’ ”’ 
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34. FOLDING CARTON DIVISION. Dolly's Com- 
fort. The Biltmore Mfg. Co., Cincinnati, Ohio. ‘‘The 
prize-winning package is still in use. Unfortunately 
sales this year have fallen considerably below last year, 
which we believe has been due to abnormal conditions 
in the toy and department store trade, and not due to 
any unpopularity of the item or the package.” 


35. METALCONTAINER DIVISION. Clix Products. 
All-Nu Products Co., Camden, N. J. ‘“The Clix package 
has stimulated sales to a point where we now show 
approximately a 20 per cent increase without any 
merchandising effort other than the newly designed 
package. The package has met with real enthusiasm 
by all who have seen it and there has been nothing but 
favorable comment by the trade.”’ 
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Pioneer Belt in dual-use package of lustrous black 


Bakelite Molded. The Gorham Co., molder. 


Dual-use Packages that 
Dramatize the Product 


MANY fine items of merchandise are in- 
herently lacking in the dramatic eye- 
appeal that may differentiate a big-seller 
from a slow-moving staple. For products 
of this type especially, Bakelite Molded 
dual-use-packages contribute, not only 
compelling display value, but also an 
effective premium in the re-use container. 

Razor blades, manicure sets and men’s 
belts are only three of many different retail 
items now packaged for bigger sales in 


BAKELITE CORPOR 


BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto, Can. 
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plastic containers. For practically any 
style of package or small sales item, there 
are many types of Bakelite Molded that 
offer important advantages. 

Bakelite Molded is available in num- 
erous attractive, opaque colors and 
mottles; as well as transparent colors of 
gem-like beauty. It may be formed into 
practically any shape or pattern, and 
acquires a permanent rich lustre in 
the mold. 
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West Coast: Electrical Specialty Co., Inc., 316 Eleventh St., San Francisco 


ted quantity W symbohzes the infinite 
of Botelite Corporaton's product 


Write for our useful 52-page booklet 
8C, “A Guide to Modern Packaging with 
Bakelite Materials”. 


Don’t miss Bakelite Booth No. 406 at 8th 
Packaging Exposition, Palmer House, Chi- 
cago, March 22-25. 

Visit the Bakelite Travelcade —an exposition 
of “Modern Plastics for Modern Living”— 
March 1 to 31, Museum of Science and Indus- 
try, Rockefeller Center, New York City. 
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36. FAMILY GROUP. Eagle Pencils. Eagle Pencil 
Co., New York, N. Y. “‘Sales on the repackaged items 
have increased considerably in most cases, and the pack- 
ages have proven so successful that we are slowly con- 
verting our entire line of products to the new design. 
Despite the improved appearance, most of the designs 
represented no increase in the cost of production. There 
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can be no doubt that these packages made selling easier 
by creating so fine an impression that our quality argu- 
ments were more readily received.”’ 


37. WINDOW DISPLAY DIVISION. Alka-seltzer 
Barn Dance. Miles Laboratories, Inc., Elkhart, Ind. 
“Our Barn Dance window display was one of the most 
successful we have ever turned out and even today, after 
a year’s time, it can be seen in many stores where the 
druggists placed it on overhead ledges after it had 
performed its usual service in the windows.”’ 


38. TRANSPARENT WRAP DIVISION. Charmspun 
Diapers. Riverside and Dan River Cotton Mills, Inc., 
New York, N. Y. ‘‘Our prize-winning package is still 
in use and sales seem to measure up to expectations. 
As this is the first time this line was used, it is impossible 
to judge the package by comparison with previous 
years. 


39. TRANSPARENT RIGID CELLULOSE CON- 
TAJNER DIVISION. ‘‘Junior’’ Graph-Air Gun. Joseph 
Dixon Crucible Co., Jersey City, N. J. ‘‘Our products 
have enjoyed a considerable increase in sales since the 
date of receiving the award, a part of which we believe 
can be properly attributed to the publicity obtained 
through the Package Competition. The package itself 
is even more popular today than last year and all com- 
ments have been of an unusually complimentary nature.”’ 


40. COUNTER, FLOOR OR SHELF DISPLAY 
DIVISION. Chore Girl Floor Display. Metal Textile 
Corp., Orange, N. J. ““‘We are still using the prize- 
winning display and it does a good sales job wherever 
used.”’ 


41. OPAQUE WRAP DIVISION. Suchard Chocolate 
Bars. Wilbur-Suchard Chocolate Co., Lititz, Pa. ‘Our 
sales for 1937 exceeded those of the old style bars in 1936 
by approximately 4o per cent, and we have every reason 
to expect that during the present year these bars will 
show a greater percentage of increase in sales—an in- 
crease which can be largely attributed to the simplicity 
of design which enhances the appearance of the bar and 
thus induces the initial sale while the quality of the 
product insures repeat sales.” 


42. LABEL AND SEAL DIVISION. Lowe Brothers 
Paints. The Lowe Brothers Co., Dayton, Ohio. ‘“‘Our 
dealers unanimously are of the opinion that the new 
labels are a great improvement, both from the stand- 
point of the individual package and from that of display 
on the shelves.”’ 


43. PLASTIC CONTAINER DIVISION. De-Luxe 
Carving Set. Remington Arms Co., Cutlery Division, 
Bridgeport, Conn. ‘‘The new package, having doubled 
our sales of carving sets, is being retained for further 
use. 
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Automatic-Moistening-Control 


2-Length Repeater BETTER-PAC. 
Seals “runs” of same size cartons. Can 
be set to automatically measure 2 different 
tape lengths at operator’s will. 





TAPE-SHOOTER. The last word in 
sealers for general shipping room use, 
where cartons and packages of different 
sizes are sealed. Automatic or hand cut- 
off models. 





MODEL-A Counterboy. Standard 
shipment sealer for over 20 years. Auto- 
matic-moistening-control. Improved gen- 
eral duty machine. Accurate measuring 
of tape lengths. 


BETTER PACKAGES INC. SHELTON. CONN. 


Safe Arrival of Shipments 
— Calls for Solid Sealing! 


Use Counterboy Tape-Sealers with 
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Cartons and packages take punishment 
in shipment. Sealing tape must be moistened 
so that, when applied, it ‘“‘welds” to the con- 
tainer itself. Counterboy’s automatic moislening 
control makes tape grab quickly and hold per- 
manently. (Good, solid sealing makes your 
shipments arrive safe and sound! 






















AT THE PACKAGING EXPOSITION 


See how (ountérboy Automatic Moistening 
Makes Gummed Tape **STAY STUCK’’! 


How to seal your packages and cartons 
for strength and security! This, you'll see in 
action at the Packaging Exposition. 


You'll also see how Counterboy selective 
measuring saves on tape! How to seal economi- 
cally! 

Gummed tape grabs quick and ‘‘welds”’ 
to your packages or cartons, when the tape is 
dispensed from a Counterboy machine, equipped 
with patented automatic-moistening-control. 





You'll want to stop—and linger long- 
at the Counterboy demonstration! You'll find 
it informative and interesting! 


Chances are, too, that here’s where you'll 
meet your friends in industry and modern 
packaging. Like yourself, theyll be interested 
in... better packages! 
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E> For the first time in the history of the Packaging Competition, TWO displays were jointly awarded 
first prize — both created and produced by Einson-Freeman, both representing the zenith of the new- 
est technique of reproduction—direct color photography reproduced by deep-etch offset—and each so vivid, ar- 


resting and dramatic in appetite appeal that they outsold and outstayed all Schaefer displays yet used. 


Seeewmnm CAMIRIT AT PACKAGING EXPOSITION 
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For store displays that win not only competitions, but the competition for dealer goodwill and sales, consult— 


EINSON-FREEMAN CO., !N¢. | 


LEADERS IN L%4olay Lithography FOR 35 YEARS 


CHICAGO LONG ISLAND CITY, N. Y. SAN FRANCISCO 
DETROIT 


: FALMER SOUSE, PHRrCshe, MAHER 
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FIRST HONORS IN THE 1937 WOLF PACKAGE COM- 
petition have been awarded to the Hoover Company's 
ensemble package for vacuum cleaner parts by the jury 
of award of the competition sponsored by the American 
Management Association. 

The package was selected from a field of some 750 en- 
tries, by a committee of judges which included the follow- 
ing: Richard F. Bach, director of industrial relations, 
Metropolitan Museum of Art; James C. Beaudreau, 
director, Schoo] of Fine and Applied Arts, Pratt In- 
stitute; I. A. Hirschmann, vice president, Saks Fifth 
Avenue; Alice Hughes, columnist, N. Y. Journal and 
Syndicated Newspapers; Edgar Kobak, vice president, 
Lord & Thomas; C. B. Larrabee, managing editor, The 
Printers’ Ink Publications; Dorothy Shaver, vice presi- 
dent, Lord & Taylor; Wm. Weintraub, publisher, Esquire. 

Some 40 other packages were selected as winners or 
honorable mentions in 20 specialized classifications in the 
competition. The full list follows: 

The most effective package employing a single color: 
Handy typewriter kit carton, used by Montgomery 
Ward & Co. 

The most effective use of more than one color: Sover- 
eign hat box, used by John B. Stetson Co. 

The most effective use of typography and/or lettering: 
Johnson's liquid wax, used by S. C. Johnson & Son, Inc. 
Honorable mention: Cafe Rico coffee can, used by Cafe- 
teros de Puerto Rico. 

The most effective use of the elements of design to 
create shelf visibility in the retail store: Canterbury Tea 
carton, used by Dwight Edwards Co. Honorable men- 
tion: Ink containers, used by Charles M. Higgins & Co.; 
Beech-Nut Tops, used by Beech-Nut Packing Co.; 
Traftic Wax, used by S. C. Johnson & Son, Inc. 

The most effective redesigned package (based on com- 
parison of old package with new); IPI Everyday ink 
tube, used by International Printing Ink Corp. Hon- 
orable mention: Tennis ball box, used by A. G. Spalding 
& Bros.; Esmond blanket box, used by Esmond Mills. 

The most effective use of merchandising ingenuity re- 
gardless of artistic qualities: Sliced ham carton, used by 
Armour & Co. Honorable mention: S.S. Spray water 
toffee, used by R. L. Albert & Son, Inc.; No-Drip honey, 
used by Sherfick Farms. 

The most effective package designed to add to con- 
sumer convenience regardless of artistic qualities: No- 
Drip honey, used by Sherfick Farms. Honorable men- 
tion: Everyday ink tube, used by International Printing 
Ink Corp.; Sliced ham carton, used by Armour & Co. 

The most effective packaging of a combination sales 
unit C.e., packages containing two or more individual 
unit packages, designed to sell two or more different 
products in a single transaction): Ensemble cleaner, 
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carton and tool kit, used by the Hoover Co. Honorable 
mention: Warming pad set, used by Westinghouse 
Electric & Manufacturing Co. 

The most effective package employing a secondary 
use: Wee Tot set, used by Harriet Hubbard Ayer. 

The most effective use of layout and/or decorative 
design, with particular emphasis on both merchandising 
value and beauty: Shocking perfume, as utilized by 
Parfums chiaparelli. 

The most effective package insert: Sunlight egg carton 
insert, used by the Cudahy Packing Co. 

The most effective use of inventive genius in package 
construction: Dixie-Cup Pak and dispenser, used by 
Dixie-Vortex Co. Honorable mention: Bait display 
carton, used by W. J. Jamison Co. 

The most effective use of two or more packaging mate- 
rials in one package: London House jugs and soap set, 
used by London House, Ltd. 

The most effective family of packages: Johnson's 
wax packages, used by S. C. Johnson & Son, Inc. Hon- 
orable mention: Goodrich automotive accessories, used 
by B. F. Goodrich Co.; ‘“‘Wings to Beauty’’ cosmetic 
packages, used by Jacqueline Cochran. 

The most effective package designed to promote the 
product as a gift—: Cannon Band Box, as utilized by 
Cannon Mills, Inc. 

The most effective package for a product not pre- 
viously packaged: Nicholson files, used by Nicholson 
File Co. Honorable mention: Roller skates, used by 
Kingston Products Corp. 

The most effective shipping container from the stand- 
point of the employment of printing and color to further 
good design: Black Label shipping container, used by 
Schenley Distributors, Inc. Honorable mention: Fancy 
paper shipping container, sponsored by Reyburn 
Manufacturing Co. 

The most effective shipping container from the stand- 
point of merchandising and construction ingenuity re- 
gardless of artistic qualities: Celery shipping case, used 
by Muskegon Celery Gooperative Growers. Honorable 
mention: Garden hose shipping container, used by 
B. F. Goodrich Co. 

Counter display pieces that most effectively contribute 
to the selling of a unit package: Wave-Gard Beach and 
Shower Cap counter display, used by International Latex 
Corp. Honorable mention: Coty Exposition case, used 
by Coty Processing Co.; Red Diamond appliance cord 
set counter display, used by Masbach Hardware Co. 

Floor display pieces that most effectively contribute 
to the selling of the unit package: Carpet sweeper floor 
display, used by Bigelow Sanford Carpet Co. Honor- 
able mention: Nectar and Our Own Tea floor display, 
used by the Great Atlantic and Pacific Tea Co. 
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ACETATE SHEET | 


for Distinctive Modern Packages 








RANSPARENT—colorless—protective, Eastman 
Acetate Sheet offers exceptional advantages for 
truly modern packages. It protects as it beauti- 
fies .. . lends itself to complex designing . . . 
enhances decorative effects... brightens colors. _ 
Eastman Acetate Sheet is easily adapted to practi- 
cally any packaging problem. Being flexible, tough, 
and durable, it assures packages that are lasting as 
well as good looking. It is easily worked . .. can be 
molded, drawn, or folded . . . takes printing of all 
colors without wrinkling... is consistently uniform. 
Eastman Acetate Sheet is supplied in rolls of any 
practical length and 40” or less in width; standard- 
size or cut-to-size sheets; thicknesses of .003”, .005’, 
.0075”, .010”, .015”. The insert is .0075”. Note its flexi- 
bility, clarity, and transparency. Observe the brilli- 
ance it adds to the printed color. Consider Eastman 
Acetate Sheet carefully in the design of your pack- 
ages. Further information and working samples will 
be supplied promptly upon request. 


1937 GOLD AWARD 


The beauty and adaptability of Eastman Acetate Sheet are well 
illustrated by the “‘Revelation Box’’—Gold Award Winner, 
Miscellaneous Group, 1937 All-America Package Competition. 
Package by Pilliod Cabinet Co., for International Silver Co.; 
roll top made of Eastman Acetate Sheet. | 


CHEMICAL SALES DIVISION 
°) ROCHESTER, N.Y. 
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1. First Award in the popular price cosmetic group to 
First Award in the wine, liquor and 


Cosray Cosmetics for its Cosray Lotion bottle. 


Award in the family group to California Packing Corp. 
First Award in the 5. 


for its Del Monte Food tins. 3. 


confectionery group to Imperial Candy Co. for its Medal- 


lion by Societe set-up box for chocolates. 4. First 
beer group to Padre 
Vineyard Co. for its California Port Wine gallon jug. 
First Award in the hardware and related products 
group to R. N. Nason & Co. for its Remuvol tin. 


WESTERN PACKAGING COMPETITION 


THE VOGUE FOR PACKAGE COMPETITIONS OF 
a localized or limited nature has threatened, within the 
last year or two, to develop to a point of silliness, where 
the restrictions upon entry would be so highly specialized 
as to afford little, if any, distinction to the package or 
packages selected for honorable mention and award. 

One competition, however, which seems to have some- 
what more reason for existence than some others is that 
which has been run for the past several years by the Ram- 
sey Oppenheim Publications of San Francisco in conjunc- 
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tion with the Pacific Advertising Clubs Association. 
Even so, it must be noted that the number of entries, 
although ‘“‘record breaking,’’ totaled less than 600. 
Broken down to ten classifications of award, this would 
indicate that each prize-winner represented the finest out 
of some 50 or 60 packages on the average. 

Entries were restricted to packages developed for prod- 
ucts of the eleven Far Western States, but were zot re- 
stricted to packages which had been placed in distribu- 
tion during the preceding year. Thus, it was possible 
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Not all the questions have been answered nor all should find the stock required to carton your 
the problems solved by this year’s prize package product. When you think of boxboard develop- 
: winners. Embossed boards, brilliant brush fin- ment think of Ridgelo and the high quality stand- 

ishes, grease and moisture resistant laminated ards so long maintained by this company. Let 

finishes, gloss ink and varnish coatings, fifteen this reputation help you as it does so many in- 


| stock litefast colors, metallic coatings. ° dependent boxmakers and their custo- 
Ridgel 


Among these Ridgelo boards—or } 
CLAY (CoAT ED 


mers. Samples and recommendations 








among our other specialties— you will be sent you on request. 





The illustrated cartons are of em- 
bossed and varnished Ridgelo Clay 
Coated boxboard printed by Atlantic 
Carton Corp. of Norwich, Conn., for 


Bathasweet Corp. of New York 





¢ RIDGELO—"THE BEST KNOWN NAME IN BOXBOARD” 
MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: E. C. Collins, Baltimore © Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago ® H. B. Royce, Detroit 
Blake, Moffit & Towne and Zellerbach Paper Company, Pacific Coast © A. E. Kellogg, St. Louis © W. P. Bennett & Son, Toronto 











for packages several years on the market to be judged as 
outstanding in any given classification. 

The judges—Mrs. Walter A. Burke, housewife and de- 
signer; A. H. Dewees, account executive, N. W. Ayer & 
Son, Inc. and Robert Watson, advertising manager, 
O'Connor, Moffatt & Co., San Francisco department store 
—selected 19 packages for honorable mention in addi- 
tion to the 10 prize-winning packages here illustrated. 


The Awards: 

Foods (beverage products) 

First Award to Bercut-Richards Packing Co. for its Apri- 
Tang tin. 

Honorable Mention to Mission Dry Corp. for its 100% 
Pure Orange Juice bottle. 


Foods (non-beverage ) 

First Award to United States Products Corp. for its U.S.P. 
Fruit Salad jar. 

Honorable Mention to Dwight Edwards Co. for its Ed- 
wards Ground Coffee tin. 

Honorable Mention to Swift & Co. for its Jewel Salad 


6. Honorable Mention in the confectionery group to 
Helms Bakeries for its Walnut Ring folding box with 
transparent window. 7. Honorable Mention in the 
higher priced cosmetic group to Chryson’s, Ltd., for its 
Slide Lipstick. 8. Honorable Mention in the non- 


Oil bottle. 
Honorable Mention to Knight Packing Co. for its Mus- 


tard jar. 


Foods (semi-perishable) 

First Award to Dwight Edwards Co. for its Canterbury 
Tea carton. 

Honorable Mention to Albers Bros. Milling Co. for its 
Albers Peacock Buckwheat and Wheat Flour carton. 


Confections 

First Award to Imperial Candy Co. for its Medallion by 
Societe set-up box for chocolates. 

Honorable Mention to Helms Bakeries for its Olympic 
Village Cookies folding boxes and display layout. 
Honorable Mention to Helms Bakeries for its Walnut 
Ring folding box with transparent window. 


Cosmetics (higher priced) 
First Award to Windsor House, Ltd. for its Sequoia 


Cologne bottle. 
Honorable Mention to Chryson’s (Continued on page 304) 


beverage food group to Knight Packing Co. for its Mus- 
tard jar. 9. Honorable Mention in the non-beverage 
food group to Swift & Co. for its Jewel Salad Oil Bottle. 
10. Honorable Mention in the non-beverage food group 
to Dwight Edwards Co. for its Edwards Ground Coffee tin. 
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THIS GIFT BUSINESS 


Everyone prefers to think gifts they buy 
will endure. That explains why alert 
merchandisers stimulate gift sales with 


dual-use boxes — that are kept long after 


their contents have been used. 


Even a colorless product acquires gen- 


uine gift-appeal in a box covered with 





durable fabric chosen from the wide 
range of handsome finishes made by 
Holliston. Near you is a Holliston service 
office where samples of fabrics, finishes, 


patterns and colors are available. Write. 


THE HOLLISTON MILLS, INC. 


NORWOOD, MASS. 
BOSTON : NEW YORK - CHICAGO - PHILADELPHIA - ST. LOUIS 
San Francisco (N. F. Hall Co.) Los Angeles (Printers Supply Co.) Richmond 
(Cauthorne Paper Co.) Toronto (Wilson-Munroe Co., Ltd.) 




















Owens-Illinois containers and closures again have been cited for 
sales-worthiness and outstanding achievement in the 1937 All- 
America Package Competition. 
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Gold Award in the Glass Container Group was presented 
to Owens-Illinois for creating the exquisite container 
and closure for Hirestra Laboratories’ Endocreme—the 
finest example of a Salespackage in the cosmetic field. 
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Bronze Award in the Glass Container Group was awarded 
to Owens-Illinois for creating the Taylor Wine Decanter 
—a re-use container with genuine sales appeal. 





container for the Bee-Hive Honey Package of Sherfick Farms, winner 
of the Gold Award in the Closure Division. Other winners were the 
private mold container used in the Baster Vacoliter, winner of the 
Bronze Award in the Closure Group and the “cognac shaped”’ bottle 
for the Government House Rum package of W. A. Taylor & Company, 
winner of the Si/ver Award in the Label Division. 


First in Glass” 
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F. N. BURT COMPANY, INC. 


900-540 SENECA STREET, BUFFALO, ; : 


NEW YORK CITY PHILADELPHIA NEW ENGLAND ' fo) 5 1(09 Kero) CLEVELAND 
630 Fifth Avenue A. B. Hebeler A. B. Bacon SPRINGFIELD 919 N. Michigan Ave. W. G. Hazen 
Room 1461 P. O. Box 6308 BOSTON P. O. Box 214 Room 2203 P. O. Bow 2445 _ 
W. Market St. Sta. 120 Boylston St. Highland Station E. Cleveland. Ohio 
CANADIAN DIVISION 
CINCINNATI MEMPHIS MINNEAPOLIS LOS ANGELES Dominion Paper Box Co., Lid. 
221 Walnut Street Frank D. Jackson J. E. Moor Louis Andrews 469-483 King Street, West 


Telephone: MAin 0367 2150 Washington Ave. 3329 Dupont Ave. South 62312 South Grand Ave. Toronto 2, Canada 
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EDITORIAL OPINION 


Packaging as we know it today is a result of more than 70 years of gradual de- 
velopment. The technical basis for its existence was laid by a host of inventions— 
can making, bottle blowing, automatic machinery for box making, weighing, fill- 
ing, wrapping, etc.—most of which were reduced to a practical basis long before the 
World War. The merchandising aspects of packaging however had been in part com- 
pletely neglected and in part bound by rigid traditions which stifled its development. 

Suddenly, after the war, there awakened a dormant force in packaging, a force 
which led to an infinite expansion of the technical equipment of the packager and the 
package supplier, but which evidenced its principal strength in the merchandising 
and package design fields. 

The package began to be used as a principal tool of selling. It was recognized 
by growing numbers as such. It began to change as it assumed new functiors and 
improved upon its performance in respect to the old functions of protection, measure- 
ment and transportation of merchandise. Business men in general began to realize 
that this new growth of packaging offered countless opportunities for profit. To 
capitalize upon this growth, many a business was more than willing to shed the 
shackles of tradition. 

But then arose a dilemma which threatened, for a period, to stifle growth, to re- 
tard the rate of progress and to negate the effect of this renewed and expanded aware- 
ness of the power inherent in the packaging of merchandise. Confronted with a host 
of technical, artistic and merchandising problems, manufacturers looked for help, for a 
source of authority and advice. They found none capable of covering the entire field. 

Then, barely eleven years ago, help came in the form of a new publication— 
Mopern Pacxacinc. In the beginning, it was handicapped in every way except one. 
It lacked the prestige, which has come to it with the passing years. Jt lacked estab- 
lished sources of information and the background of knowledge which its own inde- 
pendent research and the parallel efforts of many package producers have today made 
available to the industry. 

But it had one great capital asset—a new publishing dea, a radically different 
technique in trade journalism. Traditionalists viewed it with horror, the skeptics 
predicted its early demise. But those manufacturers who had foresight, who believed 
in packaging and in the social and business usefulness of packaging, warmly wel- 
comed it as a means of developing a market that now approaches several billion dollars 
in annual purchases. To these manufacturers—to be exact ten in number—and to the 
others who followed, we are extremely grateful. For, it was not only their continued 
financial support by way of advertising, but their faith in the idea that has made 
Mopern PackacInc the fountainhead of information in all things pertaining to pack- 
aging and display. 

The organization behind the idea was extremely small. The first year it num- 
bered four people. The finances were also exceedingly limited. But the idea had 


unlimited potentialities and despite eleven years of digging and probing, only the 
surface has been scratched. Yet, one thing has definitely been established—a pack- 


aging consciousness—proof that sound packaging pays its own way. 
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From the beginning, the editors of MopERN Packacinc firmly believed that the 
United States had attained its position of unquestioned world leadership in standards 
of living, education, comfort, luxuries, etc., largely because of the willingness of its 
business leaders to adopt new ideas in methods, machinery and equipment and in all 
ways of doing things that would make products better, less costly and therefore avail- 
able to the greatest possible number. 

It became the task of the editors of MopERN PackacINc to continually seek out 
new and better methods of packaging, methods of proven value. Through its In- 
stitute of Package Research, a lusty though still infant offspring of its publishing 
parent, whole industries have been made aware of the packaging force and have been 
led to expand its application to their own peculiar and highly specialized problems. 
Through its All-America Package Competition, new standards have been set in every 
phase of packaging and hundreds of thousands of people—manufacturers, jobbers, 
dealers, retailers and even consumers—have been educated to a better appreciation of 
the many-sided functions of the package. 

This current issue of MopERN Pacxacinc is devoted so largely to the All-America 
Package Competition because this Competition, in itself, marks a year of unusual 
achievement in package development, a year in which past gains have been consoli- 
dated and former high levels surpassed. The very weight of this book is a significant 
testimonial to the strength of the packaging ‘dea in this period of recession. This 
issue is, in a way, a high water mark—an eleven year high water mark—for the en- 
tire group of packaging industries, as a measure of continuous progress which has 
never been stopped despite the severest fluctuations of the business cycle. 

The size of this issue—the advertising support which it evidences—we believe 
is due to several factors. First, the continued successful interpretation of the funda- 
mental publishing idea upon which MoperNn Packaaine was founded. Second, the de- 
sire not only to present packaging knowledge, as such, but to present it in a manner 
hitherto unattained by so-called trade journals—making use of the best that the 
graphic arts have to offer. 

MoperNn PacxaGIna, taking the cue from its own preachings, has developed a 
typography and a colorful format that has caused it to be favorably compared with 
the finest of the expensive “‘class’’ magazines. 

The term ‘high water mark’’ may be thought by some to imply a future lowering 
of the tide of achievement. Jt has not been here used with any such implication. 
Mopern PackaGING will continue in the future, even more than in the past, as an 
educational and influential force in the field of packaging. With the experience it had 
not possessed at its birth, it will continue more intensively to make proven facts 
known, to expose excesses and discourage bad practice. Above all, it will continue 
to attract and interest the people whose interests it serves, to hold its vast army of fast 
and loyal friends and to add to these, in keeping with the growing influence of the 


packaging force whose finest and most effective servant it has always sought to be. 
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CONTROVERSY OVER DESIGN 


The article, ““Swerving From Simplicity’’ by Wilbur F. Howell, 
which appeared in the February issue of MoperNn Packacinc has pro- 
voked scores of comments, mostly controversial. We reprint a few of 
these comments here and ask the indulgence of our other correspondents 
whose opinions will appear in the April issue of MopeRN PackaGING. 

ED 


Sirs: 

As Mr. Howell says, ‘The design of packages, like clothes, is in- 
fluenced by style,’’ a good package designer must not only know current 
styles, but fashion futures so that he can prognosticate tomorrow's 
styles. Fashion, the theater, industrial design, and the fine arts all 
contribute to this ever changing picture. 

A good package must be ahead of the style rather than in it, or behind 
it. For instance, when the vogue for “‘balanced color’’ swept the pack- 
aging world, I advocated ‘‘imbalance’’—1.¢.: brilliant color—to make 
my packages stand out against their “‘grey’’ competitors. About a 
year ago the vogue for simple modern design made all packages look 
alike, as Mr. Howell now notes, and at that time I began advocating 
a modified Victorianism. When the craze for liquor labels in metal 
foil was at its height, I advocated a return to the crude ‘‘early Ameri- 
can"’ woodcut style of label to give a feeling of mellow age and fine 
old tradition to the liquor industry. 

I like to point out as an example of doing the wrong thing at the 
wrong time—Harriet Hubbard Ayer cosmetics. When all cosmetic 
packages had gone modern, the Ayer line had great distinction in 
remaining Victorian in appearance. When Ayer went modern too 
the packages lost their individuality and looked like all the rest 
and just when the Victorian style was coming in again! 

All this points to the fact that successful package design must be done 
by experts, who are aware not only of current trends, but recognize the 
“saturation point’’ which marks the public’s reaction against a given 
fashion. If we are to have a wave of Victorianism now, as Mr. Howell's 
article might suggest, the package designer must know how to “‘beat"’ 
that style also 

EGmont ARENS 


Sirs: 

I have just finished reading Mr. Howell's article on ‘‘Swerving from 
Simplicity."" He is entitled to his opinion. I happen not to agree 
with his prediction. 

Let's agree that women’s wear is taking a swing toward the gay 
nineties, and possibly even to Colonial days. I'll even admit that, as 
background for some of these new creations, department stores are 
trimming their windows with rococo panels. But the trend noted by 
Mr. Howell is nothing new in so far as women’s wear is concerned. 
Women fall for the violent changes that are decreed by stylists. Hoop 
skirts change to tight skirts and then back to hoops—skirt lengths 
run up and down like a window shade~—-dresses go plain and then run 
to frills and lace. Change is the life of this industry, for the women 
respond to every change with their last dollar. These trends are in- 
duced trends, depending on overnight obsolescence for sales and profit. 
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But packages are something else if you please. 
It has taken years for manufacturers to consent to any change in their 
package dress. Many still cling to unsightly containers. Where 
changes have been made, they are prompted by the need for simplifica- 
tion and better identification. 

As a package approaches perfection in these respects, there is less and 
less logic in further change. Whereas dress designers thrive on frequent 
and radical changes, manufacturers with sensible and distinctive pack- 
ages will profit by holding fast to the goodwill value of their merchan- 
dise. They will as carefully consider a change in the package as they 
would in its contents or formula. 

To the extent that a package is functional, I'm 100% for seeking 
improvement. I don’t like to think that packages are going to get 
the band-wagon habit, and forgetting their purpose in life start follow- 
ing the lead of male dressmakers of Paris and New York. 

Guy W. Hopces 


Sirs: 

As to the predictions and proposals in Mr. Wilbur F. Howell's 
article in the February issue of Mopern Packaaine, ‘“‘Swerving from 
Simplicity”: 

Personally I have not noticed any particular swerve during the past 
few years. I see that designers of packages try to mix very simple 
designs with a judicious blending of old style lettering and decoration. 
Or design with just a flavoring of old style with modern types. 

If there is such a trend, it will probably be limited to the use of a 
little more scroll and rococo than has been common. 

Milady’s styles change with every puff of the” wind of fashion and 
therefore cannot be regarded as a barometer for packaging, which should 
be planned for a longer life than that of a hat or gown style. 

In any case, when the girl or woman of today wears the Gibson Girl 
hat or shirt-waist with skirt, that style becomes definitely 1938. 

True, there are a certain group of people who are dusting off their 
top hats and tails, but they are a very small portion of the market to 
which packaged goods must go for sales. The great majority would 
not know what to do with top hat and tail coats if they did bother 
to get them. 

If there is a swerve from simplicity, it will swerve to a great con- 
fusion of design, if one can judge by the description of an evening at 
the St. Regis or Rainbow Room. 

Where scrolly, fussy design is called for, I believe it should be used 
as sparingly as possible and should be offset by modern lettering and 
color harmony. If Victorian type must be used, make the design 
simple and dignified and use delicate coloring. This seems to give a 
balance which I know is pleasing. 

I cannot think that we will ever go back to the wildly fantastic 
designs that were in vogue a few years ago. There will be exceptions, 
but remember that through the starkly simple design period, we have 
been seeing packages and advertising that stuck to the old styles. 

Mr. Howell has, I feel, done the designers of packages an injustice 
when he states that “‘seldom was there any relation of color, design 
or lettering to the product, and the sales message was little more than 
the name of the goods.’ It isn't always easy to make a direct tie-up 
with the product in the design used on the carton, but every designer 
tries to do it. I know I have, in most cases where it was possible. 
Maybe my efforts have not been recognized as such. Maybe I am the 
only designer of packages who tries to do this, but I hardly think so. 

I certainly hope with Mr. Howell, that the swerve will not swing 
us clear back to Victorian designs, but, will stop, I hope, not half-way, 
but a bit this side of it. 

R. G. Cooper 
Cooper & Shower 


Sirs: 

When packaging business became part of the modern advertising 
world a few years ago, basic design elements began to appear on what 
were formerly just merchandise containers. These old containers had, 
in most cases, a lot of so-called art work on them none of it suggesting 
the contents beyond the name printed, or good looking enough as a 
box design to create respect and consumer inquiry on the shelf. It is 
true that this description applied to most things of this period. Over- 
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O artist appreciates the delicate shades of color 

more than the trained botanist working among 
his flowers — no one strives harder to reproduce true 
colors on metal than Heekin. That is why Heekin 
metal packages with harmonized colors are distinctive 
... why sales managers who are particular want 
Heekin white ...and crimson...and green. They 
want every package to look alike... to be alike. And 
that is what we give them. 


THE HEERKRIN CAN COMPANY, CINCINNATI, OHIO 
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MORTON SALT COMPANY U S.A 





It was our privilege to work with the Morton Salt Company in the redesign and the 
manufacture of their six new square wrapped Salt cartons. From an unrelated 
group of varied package designs of many colors, we have combined them into 
one family, with pleasing colored backgrounds distinguishing the various brands. 
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Our successful experience in designing and manufacturing folding cartons, box 
wraps and displays is represented by a wide variety of products. Millions of 
R. T. G. packages are selling merchandise for large and small manufacturers. 


With this background of experience and creative ability, we solicit your inquiry. 


-GLOBE CORP. 
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done furniture, poor taste generally and a general confusion socially. 
The history of design seems to have been completely ignored and noth- 
ing offered of any merit in its place. 

The agency art directors and artists, once they got their hands on 
package design—went off in the direction of the European posters. 
In sheer disgust with the past period they went brutally modern— 
from overdone curlicues they went to overdone straight lines and 
‘‘bullets."” The utter simplicity of color and form served the imme- 
diate purpose of ‘‘contrast’’ and ‘‘compulsion’’ but was still far short of 
the correct packaging job. 

Today we are not witnessing a ‘‘swerving from simplicity’’ so much 
as a coming of reason. We are sobering up. So many ‘“‘strikingly 
modern’’ packages have been done that now we must consider the 
design seriously. We must make each package as decorative as the 
story requires, in colors to match and with lasting qualities of com- 
petitiveness on the shelf. 

Today we are beginning to express sophistication in package design— 
sophistication that is the result of a good time had in wild experi- 
mentation. We now are looking in books again—we are adapting 
the periods to our needs—we pay respect to the past for what it is really 
worth to us. Our hectic times have been impressing us greatly with 
the need of daily change. To be able to keep up with things, at the 
terrific rate of production now in effect we are becoming more adept in 
research. So that today—we do use Victorian style, but we redraw 
it with ali che taste and experience at our command and in effect do 
what the Victorians thought they were doing. Good color combina- 
tions will always remain, naturally, with stylists submitting their 
current variations. ‘Beige and white’’ will be with us forever but, 
I hope, used properly. 

The power of design suggestion that a wide awake artist can dig out 
of a packaged product has its limitations in the sense of real art, but the 
business man having profited greatly from even the ‘‘hack”’ of the old 
days, he, the business man should encourage the artist to even better 
and lasting work by understanding cooperation shown by a willing- 
ness to try the new in form and color. We have just now only begun 


ro do real packaging. 
BENJAMIN Lewis 


Sirs: 

Mr. Howell's article is undoubtedly a statement of fact. Action and 
reaction are equal and opposite. They always have been. 

Except where the designer deliberately chose to ride a fad for what 
it was worth, it has never been necessary to be cold and mechanical 
to achieve fine, modern quality. And likewise it will not be necessary 
to make a lace valentine to express the mood of reaction. 

In any case, a return to the Victorian “‘fancy’’ in design will not 


necessarily mean a return to Victorian ‘‘stuffiness.”’ 


GEORGE SAKIER 


Sirs: 

Go baroque and go broke. Mr. Howell left himself open to that one. 
In my opinion, if manufacturers in all types of industries from soaps to 
hardware, petroleum, drugs, and foods went baroque and took on the 
style of Crinoline times, they would indeed go broke. As Mr. Howell 
himself states in telling us that the world of dress design is going rococo, 
‘They command attention but are certainly transitory.” 

Are merchandising men who head up large organizations striving for 
a flash-in-the-pan, for startled attention and tranistory sales, or are they 
striving for permanence? We must differentiate between trick design 
and design which is built for long life. 

For almost ten years the modern package designer has been working 
for legibility, for cleaning up the dealer shelves, for designing packages 
which express the product. Now, in one fell swoop, Mr. Howell 
thinks we ought to scrap all that and follow transitory dress styles; 
that we ought to become fanciful and perhaps fill up our packages with 
meaningless scrolls and curves, since, as he puts it, “straight lines are 
largely out.” 

It seems to me such a generalization is dangerous, and no sane designer 
would work on a formula. Each field demands its own technique of 
package expression. Cosmetics demand a different technique than 
petroleum, and foods demand a treatment that differs from drugs. In 
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order to express the contents of the package, there should b: : harmoni- 
zation of lines as well as curves. 

Pick out the most successful packages in all fields, and you will find 
that they are characterized by simplicity. Perhaps Mr. Howell con- 
fuses simplicity with barrenness. There is a difference. 


Witiram O’NeIL 
O’Neiw & Bassitrr 


Sirs: 

Mr. Howell points out that fashions in clothes, window decoration, 
furniture, carpets, department store ads., type faces, etc., are all under- 
going a change from extreme simplicity to more decorative treatment. 
In this respect, he paints an accurate picture, in my opinion. 

But in summing up packaging activities, he feels that ‘‘package 
design usually lags somewhat behind certain more advanced fields,’’ 
by which he means, no doubt, clothes, window decoration, etc. 

Fashions are continually shifting and are about as changeable as the 
weather. To criticize package design for not keeping up with them is 
like condemning a monthly magazine for failing to keep up with a 
daily newspaper in the matter of mews presentation. In other words, 
the wise package designer allows some of these new design trends to 
crystallize a bit before rushing forth too hastily and recommending 
something which may appear outmoded in short order. 

A step in the right direction is to avoid extremes either of plain 
crudity or over-elaboration. The package design will be sounder, 
more appropriate and distinctive, and will ‘‘live’’ longer if its sim- 
plicity is enriched with a decorative feeling based on the product, its 
use or manufacture. This is almost elementary, yet some people seem 
to have mistaken stark nudity for simplicity; and others have seen 
fit to pluck period decoration, however unrelated, and scatter it hap- 
hazardly on a design intended to help sell a modern product in a modern 
world. 

These people evidently forget that a design can have both simplicity 
and a restrained decorative quality. Any good designer can take a 
plain, unadorned surface, for instance, and upon it design even a few 
words resulting in an expressive pattern of simplicity, richness and 
warmth. 

Tuomas D’Appario 


Sirs: 

We have read with much interest the article on the Campana plant 
in your January issue of MopzrN PackaGinc. We certainly are inter- 
ested in articles of this type and hope that you continue to run them 
in your magazine at frequent intervals. 

P. J. Laturop 
Production Manager 
Bristol-Myers Company 





Sirs: 
Apropos of the article, ‘Protecting Package Design’’ which ap- 
peared in your January issue I should be very much interested in an 
enlargement of this discussion as it relates to design patents. If such 
a discussion of design patents has already appeared in Mopern Pacx- 
aGinG, I should very much appreciate having the date of that issue. 
From your standpoint, it occurred to me that such a discussion would 
have more of an inspirational than an informative benefit to your 
readers. That is, anything you say which stimulates originality 
should have universally beneficial by-products even though there are 
few cases where readers are actually waiting for specific information. 

I was also very much interested in your article on “Does Redesign 
Pay?’’ When you mentioned this article to me some time ago, the 
specific question I had in mind was “‘Does packaging itself pay?” 
That is, does a better package actually help sell merchandise? 

These questions are of course based on the premise that there are 
still many blind spots where packaging is left entirely to the retailer, 
for instance, and where its quality suffers accordingly. 

Here again, you have probably published articles of this sort in the 
past, but if you have not I shall continue to look for specific examples 
of this sort in the current pages of your magazine. 

SEVERN W. Kitrrepcr 
Talon, Inc. 
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PACKAGING COMES OF AGE 


SINCE THE RECENT ALL-AMERICA PACKAGE 
Competition for 1937 was the first in which Canadian 
entries participated, it affords an opportunity to evalu- 
ate the progress that has been made in recent years in 
the Dominion to the north and to study various aspects 
of the Canadian packaging industries. 

To the average person connected with the packaging 
industries in the States, it is indeed astonishing to realize 
the breadth and scope which packaging development has 
achieved in Canada. And even we, of Mopern Pack- 
AGING, Must confess to a pleasant and completely unex- 
pected surprise at the avalanche of almost 1200 packages 
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of Canadian origin which descended upon us prior to the 
close of the entry period of the Annual All-America 
Package Competition. 

Practically every accepted commodity of package 
manufacture was represented among these entries. Par- 
ticularly notable were bottled goods in the food, drug, 
cosmetic and liquor fields and an almost infinite variety 
of cartoned and tight-wrapped goods representing both 
the food and drug fields. 

Canadian package suppliers have given much atten- 
tion and achieved very praiseworthy results in the textile 
industries and in the confectionery industries. And in 
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SALES INCREASES A “REVELATION” 
with this ARTHUR FORESTER 


PACKAGINGS DEVELOPMENT 
and now it “SELLS” the All-America Judges, too 


Performing a phenomenal day by day selling job for Lowney Molasses Kisses, 

this attractive and economical package by Arthur Forester Packagings now 
wins a Gold Award in the Canadian Division of the All-America Package 
Competition. 


Lowney Kisses were previously sold in bulk, as a seasonal item—against the 
terrific competition of the chain store candies. In their new package they 
have steadily increased sales to the point where now they are a profitable 
all-year round seller, and this package is considered one of the most successful 
of the year in any field. 


When a new package is needed—to introduce a new product or to ‘‘pep up”’ 
a lagging item—manufacturers have come to Arthur Forester Packagings for 
designs and packaging ideas that have freshness, quality, advertising value 
and economy. May we develop for you packages that are sales-builders and 
profit-makers? 


ARTHUR FORESTER PACKAGINGS 


‘A complete and unprejudiced packaging service . . . from the original idea 
to the delivered article.”’ 


Canada Cement Building Montreal, P.O., Canada 








all the above-mentioned fields the standards of packaging 
approach very closely to—if they do not, in some in- 
stances, actually exceed—the higher standards which 
obtain in the States. 

Canadian packagers have made much progress in the 
use of transparent wraps and in the design of packages 
utilizing transparent sheets in package windows and, in 
rigid form, as boxes and box parts. 

As might be expected, Canadian design shows a blend- 
ing of three factors. In addition to a native touch, 
evidenced particularly by the frequent use of both Eng- 
lish and French in the printed data on the package, 
Dominion industries have borrowed much, and borrowed 
wisely, from both the British packaging industries and, 
to an even greater extent, from the Americans. In 
many instances, Canadian materials and supplies are 
combined with other package parts of American manu- 








facture, although this is true to a lesser extent than one 
would expect. By far the largest number of packages 
entered are completely Canadian, in spirit, in design and 
in the source of their component parts. 

The industry in Canada has shown little development 
in the field of display. Very few window and counter 
units, designed primarily as displays, were entered in the 
Competition, and even those units whose primary func- 
tion as shipping container or package was supplemented 
by a subsequent utility as counter display exhibited little 
ingenuity and a relatively low state of development in 


this particular phase of packaging. 

This is all the more surprising since the average level 
of Canadian package design is extremely high. No 
doubt this condition arises, in part, from the more 
limited nature of the Canadian market and still it is hard 
to reconcile this thought with the fact that other limited 
markets—notably the Swedish and Norwegian—have 
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shown a surprisingly high level of development in the 
display field. 

One dominating reason for the absence of a well-de- 
veloped Canadian display industry is to be found in the 
fact that many of the largest Canadian designers are sub- 
sidiaries of American corporations. Since the cost of 
preparing paintings or direct color photographs for elabo- 
rate lithographed displays is a very large factor in the 
final cost of such displays—particularly when the units 
are to be used in quantities limited by the size of the 
Canadian market—it is but natural for these companies 
to try to use as much as possible of the American material 
for promotion in Canada as well. 

Thus, very frequently, the paintings, photographs and 
some times even the plates for a domestic display are 
shipped to Canada for re-use in the Dominion. The local 
branch of the American company then makes such 
changes in wording as are necessary to conform to the 
needs of the Canadian market. Such displays are, of 
course, to be considered as of American design and origin 
and are not found among the Canadian entries in the 
All-America Competition. 

The limitations of the Canadian market have naturally 
affected and limited to a certain extent the ability of the 
Canadian packager to elaborate his package. Since runs 
are substantially shorter within the Canadian market 
than in the United States, costs of both package materials 
and completed packages naturally run high. Package 
filling, sealing and similar operations are, in most in- 
stances, less mechanized than in the States, and hence the 
completed cost of packaged products reflects these addi- 
tional expenses. Thus, even in the cosmetic field, where 
profit margins are usually quite wide, the Canadian pack- 
ager has had “‘less room to turn around in’’ than his 
brother below the line. 

While this has limited him in some cases, this limi- 
tation in itself has served to help him avoid those in- 
stances of over-elaboration which are all too frequent 
among American packages. Forced to forego the gaudy 
and the needlessly expensive, Canadian designers have 
been compelled to utilize available processes and ma- 
terials of the more standard types and, under this com- 
pulsion, have produced designs of a very high order. In 
this respect, many American designers might well study 
the Canadian counterparts of the products upon which 
they work and learn how to achieve much in effect with 
the simpler materials. 

Another problem which has tended to make the de- 
signer’s job a more difficult one in Canada is that in- 
troduced by the fact that many Canadian packagers are 
supplying two large language groups within their single 
market. They have found it necessary to duplicate every 
detail of wording, which appears in English on one face 
of their packages, in French on the package's opposite 
face. This, quite naturally, has added to the difficulty 
of securing simple and quickly readable designs and con- 
tributes, no doubt, to the somewhat cluttered appearance 
which some Canadian packages possess. It is note- 
worthy, however, that many indeed are the packages 
which have surmounted this obstacle and, in spite of the 








Leste ROR PIR IROD EIT RR 





$66, ita 6 


2 GOLD AWARDS for 
SAMPSON MATTHEWS LIMITED 


Two gold awards won against all comers in the All-America Package Com 


petition testify to our ability to create sales building packages for your product. 
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As advertising counsel for many national advertisers, we have been directly 
associated with some outstanding merchandising successes. 


Being equipped to create and produce every type of modern advertising, we 
solicit your enquiries for specialized advertising assistance 
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handicap, achieved a clean and easily readable appear- 
ance, good shelf visibility and all the other qualities 
which go toward the make-up of a successful package. 

The spirit of progress, in so far as it applies to pack- 
aging, is most definitely notable in the Canadian prov- 
inces. It is significant that even a higher proportion 
of the Canadian entries than of the domestic ones rep- 
resent redesigned packages rather than completely new 
ones. While this condition may, in part, be due to pre- 
vious redesigning operations carried on by many pack- 
agers in the United States, it is, no doubt, a fact that at 
the present time the vast majority of Canadian packagers 
are utilizing redesign as a means of arousing new con- 
sumer interest in their products and increasing the po- 
tential market for packaged goods. 

The ‘‘pioneer’’ nature of the country has introduced a 
number of factors affecting Canadian packaging which 
are no longer present—or present only to a slight de- 
gree—in the United States. While these cannot here 
be considered in great detail, the discussion of a few may 
serve to indicate the importance which all of these fac- 
tors bear in their relation to Canadian industries. 

Canada still has predominantly a rural, rather than an 
urban, population. While certain large centers compare 
with all but the largest of American cities, the majority 
of the population lives either on the land or in small 
communities. Thus storekeeping and marketing in 
general is not of the “‘big city”’ variety. 

While this affects package design, the decentralization 
of distribution affects package constructions even more. 
Packagers must be prepared to ship goods to greater dis- 
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tances and through greater hazards than we are wont to 
expect in the States. They must be prepared to find their 
goods resting for a longer period on dealers’ shelves, and 
they must, therefore, protect perishables, to an even 
greater degree than here, against damage in transporta- 
tion and deterioration while awaiting sale. 

Finally, the limitations of the market have brought 
about a different trend of growth among the package pro- 
ducers and suppliers in Canada. Whereas in the United 
States a package supplier is a specialist and restricts his 
output usually to a single type of package or package ac- 
cessory and very often to the application of that type of 
accessory within a few limited fields—such as the label 
producer who serves the cosmetic and related industries 
cnly—in Canada we find the average package supplier 
operating a much more rounded and complete service in 
which he may produce eight or ten types of packages or 
accessories. Thus there are a number of leading firms in 
Canada which manufacture labels, cartons, shipping con- 
tainers, displays, posters and set-up boxes, all these items 
being produced in a single group of plants and often under 
a single roof. 

By such extension and broadening of the industry, the 
Canadian package supplier has been able to provide his 
clients with the economies of large scale operation in 
spite of the fact that the market is far more limited than 
in the United States. The industry can afford to work 
within this limited market because the total volume of 
business they do is far greater than would be expected if 
they ran along the highly specialized lines which char- 
acterize the American package supply business. 

This diversification of production within single or- 
ganizations has produced one marked effect upon Cana- 
dian packages. It has brought the designing of packages 
much closer to the producing of packages, and the aver- 
age Canadian package family shows a much greater 
unity of appearance than is to be found in comparable in- 
stances in the United States where a number of manu- 
facturers have contributed toward what is essentially 
the ‘‘assembled"’ package. Thus, once again, the Do- 
minion industry has made a virtue of necessity and has 
achieved some advantages where only disadvantages 
would ordinarily be looked for. 

It is only when all these limiting factors are fully 
realized that the truly astounding degree of progress 
which has been made to date can be appreciated in all 
its magnitude, for Canadian package design, manufacture 
and construction have all thrived under a series of handi- 
caps of a nature to which American manufacturers are 
completely unaccustomed. 

In spite of a limited market, in spite of strong competi- 
tion from without, in spite of the dual language prob- 
lem, in spite of higher costs, Canadian packagers and the 
industries which serve them have reached a level of ac- 
complishment almost, if not quite, as high as that of the 
American packager. It can certainly be said that no- 
where else on earth, outside of the United States, does 
the average level of all packages—as judged by design, 
convenience, utility, display value and protection—rate 
quite as high as it does in Canada. 
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Here was a job demanding of the manufacturer the ut- 
most of his ingenuity, of his equipment and his atten- 
tion. Dominion technicians and production experts 
in co-operation with the Advertising Agency han- 
dling the Simms’ account (the designers) gave this 
intricate display faultless construction, perfect ad- 
herence to the designer's plans, quality material and 
yet unusual economy. Its attractiveness, sturdiness, 


sales-appeal, won it increased sales and an All-Amer- 


ica award. 


It is this application to your job—this personal atten- 
tion to details, judicious selection of materials, 
high standard of workmanship—that raises Dominion 
head and shoulders above the rest. It explains why 
Dominion cartons, boxes and displays have all the 
plus factors . . . superior appearance, quality and 
unusual economy . . . that command sales. 
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Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


DISTRICT OF COLUMBIA PAPER MILLS, INC., 
Washington, D. C., has issued a sample book of Disco 
papers, showing a wide range of papers suitable for box 
and package covers, displays, labels, folders. 


HORIX MANUFACTURING CO., Pittsburgh, Pa., 
announces a series of bulletins describing its complete 
line of semi- and fully-automatic machines for filling still 
liquids, catsup, soups, etc. A recent development is the 
high-speed catsup filler that will fill at the rate of 300 
bottles per minute. Copies may be obtained on request. 


BURT MACHINE CO., Baltimore, Md., has issued 
several bulletins describing its labeling machines and 
case packers. These bulletins provide a summary of 
some of the units in the Burt line and detailed descrip- 
tions of particular machines manufactured by the com- 
pany. Copies are available on request. 


FERDINAND GUTMANN & CO., Brooklyn, N. Y., 
manufacturers of screw caps, crowns and closure special- 
ties, announce the publication of an informative booklet 
on Filma-Seal, an inner sealing product which, it is 
claimed, protects products from sifting, deterioration 
and evaporation. Copies are available on request. 


THE U. S. PRINTING & LITHOGRAPH CO. and 
Divisions has published a booklet, ‘‘Tru-Tone Pic- 
torials,’’ illustrating full color reproductions of various 
food products. The publication represents work done 
by various Divisions of the company and is issued from 
the Theo. A. Schmidt Litho Division, St. Charles, [1]. 


POOR'S PUBLISHING CO., Wellesley, Mass., has issued 
a survey of the container manufacturing industry, ana- 
lyzing the general outlook of the industry as a whole 
and that of a number of individual companies whose 
stocks are listed on the major exchanges. Much statis- 
tical data on general aspects of the industry is contained 
within the pages of this survey. 
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‘NILES STEEL SHIPPING CONTAINERS" is the title 
of a new eight-page color folder released by the Niles 
Steel Products Division of the Republic Steel Corp., 
Niles, Ohio, illustrating and describing the principal] 
items in the company’s line of shipping containers, in- 
cluding pails, drums and barrels. 


THE FIRST SECTION of ‘‘Scientifically Planned Con- 
veyors,’’ a new and profusely illustrated series of cata- 
logs, has been prepared by The Alvey-Ferguson Co., 
Inc., Cincinnati, Ohio, and is now available for distribu- 
tion. This unit is devoted entirely to gravity conveyors 
and will be succeeded by four other sections on belt, live 
roller, apron and chain conveyors; trolley conveyors; 
bulk handling conveyors and special conveyors. The 
current section deals with various types of roller con- 
veyors upon which products such as shipping cases are 
moved by gravity and includes numerous illustrations 
of actual plant installations as well as a large number of 
blue prints of construction details. 


ARTCOTE PAPERS, INC., Irvington, N. J., has issued 
a new sample portfolio containing elaborate swatches 
of the various types of pyroxylin papers, plain and em- 
bossed, and numerous working sheets of these papers. 
The portfolio is in the form of a hinged set-up box so 
constructed as to open like a book. 


A TRAVELCADE OF PLASTICS is at present on display 
at the Museum of Science and Industry, Rockefeller 
Center, New York, where it will remain until March 31. 

Growth of the plastics industry is presented in a series 
of animated and dramatic exhibits, indicating the part 
which plastics play in modern living. A sound-on-film 
picture, ‘The Fourth Kingdom,’’ is likewise a part of 
the exhibit. In this picture, Lowell Thomas describes 
how chemical research has taken three kingdoms, vege- 
table, mineral and animal, and created a fourth kingdom 
whose boundaries are unlimited. Also on view is a 
reproduction of a corner in the little laboratory in 
Yonkers, N. Y., where in 1907, Dr. L. H. Baekeland 
developed Bakelite resinoid, a discovery which marked 
the beginning of the modern plastics industry. 

During April and May, the Travelcade will complete 
a city-to-city tour in the state of New Jersey, after which 
it will be installed for the remainder of the year in the 
Franklin Institute, Philadelphia, Pa. 


THE FIRST OF AN EXTENSIVE SERIES of bookings 
for ““Over the Counter and Off the Shelf,”’ the sound 
and color film produced by MoperNn PackaGiNc and 
featuring the 1937 All-America Package Competition 
award-winners, has been scheduled by the Cleveland 
Chamber of Commerce and will take place on April 5, 
in the Ball Room of the Carter Hotel, before members 
of the Cleveland Chamber of Commerce and of the 
Cleveland Advertising Club. Charles A. Breskin, pub- 
lisher of MopERN PackaG1NG, will address the meeting. 
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REYNOLDS METALS CO., manufacturers of metal 
foils and foil packages, is now utilizing a specially con- 
structed trailer coach to convey a complete display 
of its products and their application in packaging and 
display work, to customers located in various parts of 
the country. The large trailer is furnished with a 
lounge, display compartments and glass show cases. 


‘HOW PACKAGING COSTS ARE BEING LOWERED” 
is the title of a new brochure issued by the Package 
Machinery Co., Springfield, Mass., which illustrates 
18 of the company’s specialized wrapping machines and 
a wide range of products produced on them. 


THE LOWE PAPER CO., manufacturers of clay-coated 
boxboard, has issued a new swatch portfolio of board 
samples, covering its four lines of folding boxboard, litho 
blanks, railroad cardboard and tough check board. 
The portfolio is in the form of a sample file of size suit- 
able for the filing cabinet and equipped with a celluloid 
binding so designed that the entire outfit, including 
numerous idea enclosures, may be laid flat on the table 
for study and examination. 


HAZEN PAPER CO., Holyoke, Mass., has issued new 
swatch books on its Enchant, Cordova, plaid check and 
Parade print lines of fancy papers. 


“IN SIGHT IN MIND" is the title of a new, profusely 
illustrated booklet issued, in limited edition, by the 
Beetle Products Division of the American Cyanamid Co., 
New York, and available solely at the request of execu- 
tives made on their company letterheads. 

The volume deals with the application which Beetle 
plastics have had in various features of packaging and 
cites numerous case histories on the application of these 
materials by manufacturers who have used them for 
accessory packaging as cosmetic containers, as jewelry 
packages, as displays, as re-use packages for food prod- 
ucts, as closures for jars, bottles and collapsible tubes, 
and in numerous other forms. 

A view of the remarkable progress which plastic 
materials have made in the packaging industry in the 
last few years and a glimpse into future possibilities is 
afforded the reader through a glance at the many photo- 
graphs which illustrate this book. 


THE DENNISON MANUFACTURING CO., Framing- 
ham, Mass., has issued three elaborate brochures cover- 
ing three complete phases of the company’s services in 
the preparation of gift packages. All three of the books 
are profusely illustrated and contain numerous samples 
of the various items under discussion. 

The booklet entitled ‘‘It's Not a Gift Until It’s 
Wrapped" approaches the problem from the viewpoint 
of the manufacturer who provides special holiday gift 
It cites 
numerous examples of successful promotion of this sort, 


wrappings or gift packages for his products. 


within the past year, by manufacturers in the hosiery, 
hardware, biscuit, candy, perfume, cigar, men’s wear 
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and other fields. Included as actual samples are numer- 
ous holiday seals, wraps, papers, ribbons, cards and 
decorations available either as stock materials or spe- 
cially prepared to meet the needs of the individual 
manufacturer. Also included, in a special pocket pro- 
vided for the purpose, are a number of case histories of 
various types of packages, prepared in the past year for 
individual manufacturers, which describe and illustrate 
the particular methods utilized by an individual manu- 
facturer in solving the special problems presented by his 
product or products. 

‘Beautiful Wrappings Make the Gift’’ is a brochure 
designed particularly to encourage the establishment and 
operation of gift wrapping departments by specialty 
stores and department stores. The book details methods 
of operation, suggests forms of service charges and out- 
lines the mechanics of operating such a department. 
Detailed instructions, based upon the experiences of 
numerous stores operating gift wrapping departments, 
is given on the supervision of gift wrapping, sales force 
instruction, principle requirements, etc. Typical gift 
wrapping departments are pictured in photographic plan 
and diagram and promotion advertisements, used during 
the past year by a number of large stores, are likewise 
shown. The major portion of the book is given over 
to depicting numerous forms of wrapped packages as 
utilized by various stores. 

‘‘Dennison’s 1938 Promotion Plans for Christmas,”’ 
the third brochure, is likewise designed for department 
or specialty store use as a means of promoting the sales 
of gift wrapping materials for use by the consumer. 
Suggestions are made in plan and diagram for counter 
arrangements, for wrapping material departments and 
for window displays for such departments. Display 
cabinets, wire rack displays, tag, seal and card display 
units and similar items are detailed and described. 


A THOROUGH-GOING STUDY of methods and means 
of selling merchandise to children and to adults for 
children and of ways of encouraging children to aid the 
sale of products without antagonizing parents or educa- 
tors is to be found in “‘Reaching Juvenile Markets,” 
(McGraw-Hill Book Co., Inc. $4.00) by E. Evalyn 
Grumbine, assistant publisher and advertising director of 
Child Life magazine. 

The approach to this subject is based upon research 
conducted by the author, supplemented in some few 
cases by material prepared by others. A vast number of 
case histories are cited and the book is profusely illus- 
trated with examples of efforts along the lines discussed 
as undertaken by numerous national advertisers. From 
this volume, manufacturers and advertisers may gain a 
practical knowledge of the past experiences of other 
advertisers in conducting successful juvenile campaigns, 
as well as a knowledge of the types of merchandise that 
children will buy or that adults buy for them, an indi- 
cation of the various media through which children may 
be successfully reached and information as to the types 
of materials to be avoided because of parental prejudices 
or for other reasons. 
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Prize Package 


wrapped on our Model FA-2 


Silver Award in the All-America Package Competition goes 
to this Beech-Nut Cracker package—an excellent example of 
sales-winning appeal gained by a colorfully illustrated wrapper. 


The Beech-Nut prize package is perfectly wrapped by our 
Model FA-2 Machine. 


Neatness of end folds, and smooth, tight surfaces are evident. 
Firmly sealed paper with a glossy protective coating assures last- 
ing freshness of the crackers. 
The versatile FA-2 wrapping machine on which the Beech-Nut 
package is wrapped, offers a high degree of economy and efficiency to manufacturers in 
many fields of the packaged goods industry. Handles a wide variety of sizes, is adapt- 
able to transparent cellulose, glassine, and waxed paper, as well as printed wrappers. 
The FA-2 not only handles ordinary cartons, but may be used for wrapping open boats. 
Consult our nearest office for more information on this highly versatile wrapping ma- 
chine. Or write for Literature. 


{ See our Exhibit at the Eighth Packaging Exhibit, I 

Palmer House, Chicago, Booth 302, Mar. 22-25 
PACKAGE MACHINERY COMPANY ° ° Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 


Melbourne, Australia: Baker Perkins, Pty. Ltd. 
Buenos Aires: Argentina: David H. Orton, Maipu 231 





Peterborough, England: Baker Perkins, Ltd., 
Mexico, D. F., Apartado 2303 
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General view of the case filling 
and sealing lines at the Schlitz 
plant. Conveyors from the 
filling, labeling and capping 
machines may be seen at the 
extreme right. These feed into 
five case packers which in turn 
feed, by conveyor, to three 
automatic case gluers. A final 
master conveyor receives the 
output of all three of these 
gluing machines and transports 
the finished cases to the ware- 
house just beyond the wall in 
the left background. For full 
details see the pages which 
follow. 
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UNUSUAL CASE PACKING EFFICIENCY 


This and the three articles which follow contain a detailed 
description of the prize-winning entries in the machinery 
division of the All-America Package Competition. It should 
be remembered that installations entered in this Competition 
are judged on a broad basis which takes into account the various 
limiting factors which had to be met in planning the installa- 
tion and the success of engineers in triumphing over such 
conditions to produce installations of outstanding efficiency. 
Though each of the prize-winners represents the solution of 
utterly different plant problems and was designed to produce 


products of widely different character, all have in common 
these two elements of triumph over difficult problems and 
resulting low cost operation and efficient production of well 


planned packages. 
& 


GOLD AWARD IN THE MACHINERY DIVISION 
of the 1937 All-America Package Competition has been 
made to the Jos. Schlitz Brewing Co., for the bottle pack- 
ing and casing lines installed in the plant of chat firm 
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at Milwaukee, Wis. Here, in a high-ceilinged, 130-fc. 
room, numerous automatic mechanisms have been so 
linked by control devices as to provide an efficiency of 
production and a flow of finished goods truly remarkable 
in this field. 

The installations entered in the Competition and con- 
sidered by the judges were those which receive the bottles 
from the labeling machines and carry them through to 
the final sealing of shipping containers. Ten conveyor 
lines transport filled, sealed and labeled bottles to a series 
of five bottle packers, each in turn serving two label- 
ing machines. 

In the bottle packers, which are of a new and novel 
design, the containers are brought up in two lines and 
then converge into a single line, from which they are 
divided into four lines running between guides. These 
four lines are received on a grid, where the bottles are 
held between longitudinal guides and rest on the longi- 
tudinal members of the grid. A lateral motion of the 
guides over the grid pushes the bottles off the supporting 
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members. They then fall through the grid, into the 
case which is held on an elevated table immediately 
below. As the load falls through, the weight of the 
bottles, added to that of the case itself, causes the elevated 
table to fall to the level of the conveyor and discharge the 
packed case. A detecting device is furnished so that 
none of the load will fall through the grid unless each 
line is completely filled, thus insuring a full load of 
bottles for every case. 

Each case packer handles approximately seven cases 
per minute, or a total of 168 bottles per minute. 

As the cases are discharged from the rising and falling 
table, they are conveyed, automatically, to automatic 
gluing units. Three of these are in use, each in conjunc- 
tion with a compression unit. Two of the automatic 
gluers receive the output of a pair of 12-0z. bottle packers 
each. The third unit works on the output of a single 
packer, handling 1-qt. bottles. 

At the point where the conveyor lines merge between 
the paired bottle packers and the single gluer which 
serves them, an inspector examines each passing case. 
Since the cases reach him from opposite directions, he 
merely pushes them directly ahead, across a series of 


rollers, onto the conveyor which transports them to the 
automatic case sealer. 

Each of these automatic gluers receives approximately 
fourteen cases per minute. The automatic gluers dis- 
charge onto a master conveyor which receives the cases 
from the several gluing machines. Provision is made, 
through a timing device on the conveyor, so that the 
boxes coming from the various machines do not interfere 
with each other on the conveyor lines. 

The entire system of material handling is so coordi- 
nated as to achieve an extremely high output in a rela- 
tively limited space, with constant motion at every point 
in the line. All carrying and all heavy labor, in fact, 
are done by machinery, the operator's functions being 
largely restricted to inspection and guidance. 

Credit: Bottle packers, automatic gluing units, auto- 
matic belt conveying systems, Standard-Knapp Corp.; 
fillers, soakers and pasteurizers, Geo. J. Meyer Co.; 
filling and capping machinery, Crown Cork & Seal Co.; 
bottles, Owens-Illinois Glass Co.; crowns, Cork & Seal 
Co.; labels, Wilmanns Bros. Co.; adhesives, National 
Adhesives Corp.; corrugated shipping containers, Down- 
ing Box Co. 


A close-up of one of the case packing machines. At the intake end (extreme right) the bottles may 
be seen in a single line, from which they are automatically divided into four lines prior to feeding 
onto the grid seen immediately above the waiting case at the extreme left. Note the table arrange- 
ment for holding the case, which falls as the weight of the 24 bottles is added. Inset: Close-up of 
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the grid, showing mechanisms for positioning and dropping the bottles. 
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PETERS CARTON 





BOOTH 407 


PACKAGING EXPOSITION 





PACKAGING 
MACHINES... 


TO REDUCE... 
YOUR COST PER PACKAGE! 


If you find your costs too high, investigate PETERS 
CARTON PACKAGING MACHINES to set up and 


close your cartons inexpensively. 


Machines available to meet production schedules rang- 
I 5 


ing from 30 to 60 cartons per minute. 


Send your problem to us and let us furnish you with 
information and recommendation on the most efficient 
and economical machines to install to meet your 
requirements. Our many years of experience are at your 


disposal. 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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v PACKAGING PROCESS FOR FILLING, SETTLING, SHAPING. 


CLOSING AND SEALING PAPER BAGS, 


HIGH-SPEED 


THE SAVANNAH SUGAR REFINING’ CORP., 
winner of the silver award in the machinery group in 
the All-America Package Competition, has installed 
automatic machinery for the high-speed packaging of 
sugar in 2-, 5- and 10-lb. bags—an installation which 
represents a new process for the packaging of paper 
bags, which has likewise been applied in other plants 
for filling coffee, flour and other commodities. 

The bags used are of the “‘gusseted’’ type, permitting 
the maintenance of a definite rectangular shape and 
special attention to the preservation of this feature is 


given in the packaging process, thus providing a finished 


package of high display value. 
In the case of sugar, as with numerous other products, 


packing or cartoning often presents a problem caused bv 


950 MODERN PACKAGING 


BAG PACKING OF SUGAR 


the tendency of the product to sift through the container. 
To eliminate this, a special type of bag has been de- 
veloped which is completely siftproof and a special 
method of sealing preserves this siftproof feature. 

The empty bags are laid in a bag magazine from which 
they feed onto an automatic scale. The scale comprises 
four weighing units, each complete in itself, but so 
synchronized as to dump the weighed load, in sequence, 
into a common discharge spout. The supply of sugar 
comes to these weighing units from a storage bin which 
is located above the scale. 

The process of opening the bag involves a simultaneous 
forming and shaping operation on the bottom of the 
bag, performed by a device known as the bag opener. 
The operator picks up an empty bag from the bag 











7-10- 



































DELIVERY CONVEYOR 


















































Flours, 





+ 








magazine and, opening the tip of the bag, slips it into 


its initial position on the bag opener, where it is auto- 
matically clamped. 

Synchronized with the power drive that controls the 
dumping of the scale buckets, is a control that governs 
the operation of the bag opener, the first movement 
allowed by the control being the clamping mechanism 
previously referred to. The compressed air operated 
control valve then permits the opener—carrying four 
members, one for each corner of the bag—to descend 
into the bag itself. These four members are collapsible 
and are in collapsed position when they descend into the 
bag. As the bag opener reaches the bottom of the con- 
tainer, these four members are given an outward move- 
ment, in two directions. This outwatd movement forces 
them into the four corners of the bag, forming the 
bottom into rectangular shape with distinct corners 
running to the top of the bag. 

The automatic control now causes the bag opener to 
collapse and withdraw from the bag and, at the same 
time, one of the buckets of the automatic scale dumps its 
load into the discharge spout, which guides it into the 
bag. The control then releases the bag, allowing it to 
drop slightly. It at once comes in contact with a 
carrier conveyor and is moved away from the discharge 





spout. The cycle is then repeated. 

The carrier then conveys the filled bag to the entrance 
of the bag settling and shaping machine. It is auto- 
matically received into this machine and placed upon 
a continuously moving, woven wire mesh belt. Two 
vertical belts, one on either side of the bag, move in 
unison with the bottom belt and apply pressure to the 
sides of the bag to make it maintain its rectangular 
shape. Vibration, given to the bottom belt as the bag 
passes along, causes the material in the bag to settle, 


The Savannah Sugar Company's bag filling and sealing lines are shown in the blueprints above and 
in the photograph below. The machine at the left is the automatic weigher and bag opener. 
Next in line is seen the settling and shaping machine and the rotating pressure table. In insert: 
The finished bags. Note the firm rectangular shape achieved through the use of this equipment. 
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but the rectangular shape of the bag remains unaffected. 

From this unit the bag is discharged onto the closing 
machine where the gussets are tucked and two faces 
closed together. At the next station the top is flattened 
down and at a third station the top of the bag is trimmed 
to a standard distance from the top of the material and 
the top of the bag scored where the fold will be made. 
The purpose of trimming the bag in this manner is to 
insure a uniform and tight fold. 

As the bag passes from this station to the gluing sta- 
tion, its edge comes in contact with a rotating adhesive 
roller, so shaped as to apply adhesive to the folded mouth 
of the bag and also to lay a line of adhesive along the 
inside face of the vertical, projecting portion of the bag. 
The purpose of these two applications of adhesive is to 
seal the mouth of the bag and imbed it in the other line 
of adhesive when the top of the bag has been folded 
down in the final operation. At the final station, an 
application of adhesive is applied to the top surface of 
the bag and then the projecting part is folded down onto 
it, giving the final seal. 

The sealed bag is now automatically transferred to the 
rotary drier, a slowly rotating table. As each bag comes 
to this table, it is located directly under a pressure pad 
rotating with the table and just covering the top of the 
bag. This pressure is cam controlled to place a definite 
pre-arranged pressure on the top of the bag, with a 
release or giveway to prevent excessive pressure. The 
face of the pressure pad is swiveled to permit it to accom- 
modate itself to any variation in the top of the bag. 

By providing each bag with its own pressure pad, a 
uniform pressure is assured to all bags, regardless of any 
minor variations in height of the filled bag. The pres- 
sure is applied with a twofold purpose—first, to hold the 
folded portion of the bag firmly against the top while 
the initial set of the adhesive is being made and, second, 
to flatten the top of the bag at the fold. 

The rotation of the drier table finally brings the bag 
to the discharge point, where the pressure pad is released 
and the bag automatically discharged from the drier. 
As this is done, the bag is turned upside down, landing 
on the delivery conveyor, upon which its top rests as it 
is carried along slowly to the packing table, where an 
operator picks it up from the conveyor belt and places it 

either in a paper or fibre shipping container. 

A single operator feeds the empty bags to the scales and 
no other operators are required until the bags are placed 
into the shipping containers. The method employed 
provides packages with a high degree of uniformity of 
appearance and an effective seal, with an unusually 
low production cost and, particularly, a low labor cost. 

Credit: Filling, sealing and pressure equipment by 
Consolidated Packaging Machinery Corp.; bags, Union 
Bag & Paper Corp. 

Above: The diagram indicates the succes- 
sive operations performed by these machines 
in closing and forming the bag and applying 
the bag seal. Below: Close-up view o 
the automatic compressed air operated bag 
opening device. Note how this is located 


immediately below the discharge spout of 
the scale. 
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CHASE & SANBORN COFFEE GULDEN’S MUSTARD HIGGINS’ INK 


Gold Award Silver Award Silver Awurd 
To these three major award winners, congratulations for intelli- 
a gent planning, able execution. Pneumatic is particularly proud 
that their packaging or bottling equipment is being used 
exclusively in the production of these 


oulstanding containers. 


«PNEUMATIC x 


TTT EMTTeT Tia, | PNEUMATIC SCALE CORPORATION, LTD. 
Tl Newport Ave., Quincey, Mass. (Norfolk Downs Station) 


Branch Offiees in New York: Chicago; San Francisco; Los Angeles: Leeds, 


England; Paris; Melbourne; Sydney, N.S. W.; Wellington; and Buenos Aires 
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LIKE A GREAT MANY OTHER FIRMS, THE 
Upjohn Co. has, for many years, been wont to wash 
bottles by hand and dry them in kilns heated by elec- 
tricity and steam. The period necessary to dry these 
bottles varied from eight to fourteen hours. A great 
deal of space was, therefore, required to house the drying 
kilns which were necessarily large, in keeping with the 
company’s volume of production. 

Seeking an improved method of washing and drying 
their containers, the engineers of The Upjohn Co. 
presented their problem to the U. S. Bottlers Machinery 
Co. They asked the machinery engineers to provide 
equipment designed, primarily, to process, wash, dry 
and deliver a container as nearly chemically clean as 
possible. Secondly, it was required that this equipment 
be so planned as to be capable of handling a large variety 
or range of sizes of containers, without the usual require- 


BOTTLE WASHING—AT 20 CENTS PER HOUR 


ment of extra attachments to handle the individual sizes. 
Finally, they demanded an efficiency of operation and a 
low cost of processing far beyond usual standards. 

The new equipment has been in operation for a number 
of months at the Kalamazoo plant of The Upjohn Co. 
The firm reports that since installation they find that 
they can wash and dry bottles with a total process- 
ing time of 30 minutes—from one-sixteenth to one- 
twenty-eighth of the time formerly required. They 
find, further, that the bottles so processed are not merely 
washed, as formerly but actually sterilized. 

How is all this accomplished? The installation con- 
sists of a series of sections which, respectively, wash, 
drain, dry and discharge the bottles, all being inter-con- 
nected by means of a continuously moving conveyor. 

The containers are all handled in an inverted position 
in convenient sized baskets measuring 25 in. long by 


1. Below may be seen a few of the 64 different shapes and sizes of bottles treated by the Upjohn 
installation. 2. At right, in plan and elevation, the complete washing and drying machinery. 
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i2'/, in. wide. The height of the basket depends upon 
the containers to be handled. When the range of con- 
tainers is from '/,4 oz. to gallons or larger, three sizes of 
baskets are recommended. 

In the washing section, which is approximately 11 ft. 
long, the containers are subjected to three stages of wash- 
ing with distilled water. The water used in the first 
stage is heated to approximately 120 deg. by means of a 
thermostatically controlled water heater. The water for 
the second stage of washing is held at 150 deg., while the 
third stage is held at 180 deg. 

Each manifold water spray is serviced by its own 
heater, filter and pump. A supply of water is stored in 
individual tanks located beneath the sprays, the water 
being recirculated and filtered in order to permit re- 
using the distilled water. 

The desired washing pressure is maintained by a 
special turbine type pump used in connection with the 
filter which discharges at a high velocity into special 
bronze manifolds that have spray nozzles located in alter- 
nate rows, giving complete coverage for every type of 
bottle to be handled. The temperature of the bottle is 
increased gradually, prior to its entering the drying 
chamber of the machine. 

After the trays of washed bottles have progressed 


through the washing compartment, they enter into a 
short draining tunnel, equipped with heating coils to 
maintain the temperatures built up in the bottles. 

On entering the drying tunnel, the bottles are 
subjected to a continuous draft of conditioned hot dry 
ait which is introduced into the tunnel through various 
sets of ducts and nozzles. This dry air, upon being in- 
troduced into the drying tunnel, absorbs the moisture 
from the bottles. As the heated air becomes satu- 
rated, it is expelled through ducts and dampers to the 
outside of the building. 

Through the entire washing, draining and drying 
tunnel, the baskets are rocked back and forth in order to 
break any water film between the bottles. This rocking 
action is, of course, taken care of automatically within 
the tunnel of the machine. 

The temperature of the air introduced into the drying 
tunnel is thermostatically controlled. The temperature 
required depends entirely upon the operating speed and 
the size bottle being handled, which in turn determines 
the amount of water to be absorbed. The average size 
unit is capable of absorbing '/, lb. of water per tray per 
hour of operation. 

The machine is equipped with a 3-to-1 ratio U. S. Vari- 
Drive which allows for a minimum production of 14.11 


3. The entire installation, including heat ducts, is painted a bright white to present a surgically 
clean appearance in keeping with the general appearance of the Upjohn plant. 
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prove that statem 


0 VER a year ago this company published an advertisement 
in a number of trade papers in regard to the packages being 
produced on an S & S Tight-Wrapping Machine by P. Duff 
& Sons, Inc. 


This advertisement pointed out the protective quality of the 
metal wrap, its resistance to moisture, light and temperature 
changes —the way it prevents sifting and insect infestation, 
how it brought a great advance in appearance over previous 
packages at the point of sale. 


Now, in the 1937 Packaging Competition, this package has 
been given the first award in its group. We are proud, justly 
we think, that we have been able to produce such an out- 
standing package and at the same time keep our enthusiasm 
within bounds in promoting it to other prospective users. 


It will be gratifying to us if you will ask us for a reprint of 
the original advertisement to which we refer. Any request 
for other details will, of course, be equally welcome. 


THE S&S LINE OF PACKAGING MACHINERY INCLUDES 
— CARTON FILLING AND SEALING MACHINERY — 
FILLING MACHINERY—TIGHT-WRAPPING MACHINERY— 
TRANSWRAP MACHINES—COMPLETE PACKAGING EINES. 


STOK Etgay MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U.S.A. 








trays per hour to a maximum of 42.35 trays per hour, and 
any infinite number of speeds between that ratio. 

The drying tunnel is completely insulated with cork- 
board and each of the inlet and discharge ducts is insu- 
lated with asbestos. 

Two operators constitute the operating force, one 
being required at the feed end and the other to take the 
baskets from the discharge end of the drying tunnel. 

The distilled water, as stated previously, is used in 
order to obtain a most nearly chemically clean container. 
If ordinary tap water or softened water were used, it 
might leave a trace or film of lime on both the inside and 
outside surfaces of the container. The only way to be 
sure of eliminating this deposit is to use water that is 
completely free of solids. 

In view of the fact that the water is recirculated and 
used over and over, there is very little loss of water while 
the unit is in operation. The only loss experienced is 
the water carried over into the dryer section, which is 
absorbed and expelled through the air ducts. There- 








fore, the extra or ‘‘makeup'’ water required is found to 
be practically negligible. 

As installed in the Upjohn plant, this washer has been 
in active operation, handling 63 different sizes of bottles 
ranging from a 10-pt., wide-mouth jar down to a !/2-0z. 
tablet bottle. The small] amount of labor required by 
the machine and the economies inherent in its operation 
have resulted in an unusually low cost of bottle process- 
ing, which, inclusive of the cost of water, steam, electric 
motor operation and air, has averaged approximately 
20.2 cents per hour. 

Credit: Filling, sealing, washing, drying equipment, 
etc., U. S. Bottlers Machinery Co.; capping equipment, 
Pneumatic Scale Corp., Ltd., Consolidated Packaging 
Machinery Corp.; bottles, Owens-Illinois Glass Co.; 
labels, Upjohn Printing Dept., Barnes Printing Co.; 
closures, Owens-Illinois Glass Co., Anchor Cap & 
Closure Corp., Phoenix Metal Cap Co., Ferdinand Gut- 
mann & Co.; cartons, Grand Rapids Paper Box Co.; 
Filma-Seal, Ferdinand Gutmann & Co. 


4. View from the input end of the basket conveyor showing the washing tunnel. 5. Rear view 
of the bottle washer showing neat arrangement of pumps and filters. 
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DESK FASTENERS 
















SELF-FEEDING 
HAMMERS 


In Some of These Ways 
| We Can Help You, Too 


HAND OPERATED 
STAPLERS 
















Applications of stapling 
to the manufacture of your product; 
Attaching small items to individual cards 
ae Or to large cards for counter display ; 
Sealing the bag or other container; 
Sealing the shipping carton; 
Lining the box or crate; 
Tacking the tags or labels; 
Attaching the bills of lading, 


naa Somenee invoices, correspondence and other papers. 
STAPLERS 





Wherever a fastening method is or could be used 
is a place where you should 
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BOSTITCH 


MAIN OFFICES AND FACTORY: EAST GREENWICH, R. I. 


IN CANADA: BOSTITCH-CANADA, LTD., MONTREAL 


Bostitch equipment is displayed and demonstrated at the Eighth Packaging Exposition, Chicago, March 22-25, 1938 
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JAR ELEVATOR 













Both old and new line-up substanially the same except that 
labeling unit now remains permanenty Fixeo, and is fully automatic , 
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1-3. In photograph and plan, the reader may here see the 
complete installation used in processing the Mum jars. Jars 
are brought up from the floor below on an elevator and pass in 
continuous motion through the labeler, a turnover device and 
. the sealing machine and thence to cappers and cartoners, one 
mum i of each being used for the differing sizes of jars. 2. Note the 
bev! ‘ite duappetn labels are placed, thus eliminating many of the problems of label 
" aw ven spoilage common to the old package and permitting the automatic 
or tandem labeling machine to work on two sizes of container. 
The former installation required the removal of one labeler and its 
replacement by another whenever changeover from one size of 
jar to the other was to be made 


ae) 7 recessed base in the present container into which the round 
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MUM, A PERSONAL DEODORANT MANUFAC- 
tured by the Bristol-Myers Co., has for many years been 
packaged in a small, flat, glass jar with a horizontal 
wrap-around label. This package was recently rede- 
signed, in part because it had become antiquated in de- 
sign and in part because redesign of the package would 
make possible certain very desirable changes within the 
plant which, in turn, would permit increased production 
and lowered costs. 

Under the old set-up, jars were fed by hand into a 
labeler which attached a wrap-around label, gummed at 
one end only. Since two sizes of jar were used, in any 
changeover from one to the other it was necessary to 
take one labeling machine out of the production line and 
replace it with another machine made for the other size. 
After labeling, the medium- and large-size jars were 
hand placed onto a filling machine and then moved, by 
conveyor, through a capper and on through cartoning 
machines. Separate cartoning machines were used for 
the different jar sizes. The cartoned jars were delivered, 
by conveyor, to a cellophane wrapper and bundler. 

In redesigning the jar, it was desired to eliminate the 
chance of mutilating labels. Such mutilation was 
formerly frequent because of the fact that the labels pre- 
viously used were gummed at one end only. It was, at 
the same time, demanded that the new jar be of a better 
and more modern appearance than the old. Hence the 
decision was taken to adopt a package which would dis- 
pense with the wrap-around label and provision was 
made for a recess in the base of the new jar into which 
the label would be applied. 





PONY LABELRITE 


PRODUCTION UP—COSTS DOWN 


CONVEYOR 
FOR 
SMALL 
CARTONER 





It was also desired, under the new set-up, to eliminate 
the shifting of the labeling machines handling the two 
sizes of jar and to make operations continuous down the 
entire production line. Under the new set-up, both 
medium- and large-size jars are handled interchangeably 
on the same equipment, from the jar elevator which 
brings the empty containers up from the storage rooms, 
through the labeler, filler and capper. The line from 
the output end of the labeler is separated, so that the 
medium-size jars follow through onto one cartoner, 
cellophane wrapper and bundler, while the large-size 
jars are diverted to their own line of the same type of 
production machines. 

The jars rise from the floor below on an elevator de- 
signed and built by Bristol-Myers engineers. 
fed, bottom up, by a conveyor, to a tandem fully auto- 
matic labeling machine. The switching of machines is 
eliminated since change parts now are able to take care 
of both sizes of container. 

The jars are automatically conveyed from the labeling 
machine to the filler, a simple turn-over device being 
utilized to restore the jars to an upright position after 
Medium-size jars are then filled six at a time, 


They are 


labeling. 
and large-size jars four at a time, on the filling equip- 
ment, from which a conveyor belt brings the filled jars, 
in a single line, to an automatic capping machine and 
thence to the switch which controls the delivery of the 
different sized jars to the separate cartoning lines. On 
both of these lines the cartoning machines form a circu- 
Jar, or insert, and push both jar and insert into the erected 
carton which is mechanically closed. 
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RESULTS ACHIEVE 
THROUGH CHANGE! 
IN MUM. PRODUC 
TION LINE — 


1. One machine used for labeling: 
place of the two previously used. — 








2. Better looking package. Danger ° 
labels becoming loose and falling off oF. 
being mutilated is eliminated. No exe 
glue. No wiping necessary after fat 
ing. Need for pick-up glue eliminate 












3. Cost of package reduced through © 
ability to speed up production, and he 
use of one less operator. 








4. Production gain of 14,280 medium: 
size jars of Mum per day with one tess = 
operator. ; 
Production gain of 7,140 large-size jars 
of Mum per day with one less operator, © 
5. Ability to apply label to recess in| 
base of jars. ne 





PRODUCTION FIGURES 
VERIFYING ABOVEE= 


Before modification of line 


(On basis of each 420 minute day) Pe 
BOTH sizes—51 per minute, with 9 girls, ~ 


After modification of line 


Medium size—85 per minute, with 8 girls” ; 
Large size—-68 per minute, with 8 girls. % 


ANALYSIS OF ABOVE” 
RESULTS : 


Old Method: > 


490 minutes, @ 51 a minute with nieers 
girls 21,420 jars, or 2,380 per girl. 


New Method: 


420 minutes, @ 85 a minute with eight 
girls--35,700 jars, or 4,462 per girl, = 
490 minutes, @ 68 a minute with eight” 
girls—-28,560 jars, or 3,570 per girl. 
Increase production of 92,082 jars 
(medium size) per day, per girl. 

Increase production of 1,190 jars (large 
size) per day, per girl. 


And, in addition to the increased facility 
of operation, plus the decided increase 
in production and the achievement of @ 
better looking package, there is the 
material saving cost of one less operator, 
each year. 












The completed package then proceeds to its respective 
cellophane wrapping machine and thence to the bun- 
dling machines, where the medium-size jars are kraft 
paper wrapped and end sealed in bundles of twelve, and 
the large-size jars similarly treated in bundles of six. 
The finished bundles then drop, by chute, to the floor be- 
low, where they are packed in shipping containers. 

It will be noted that the major change in the line, and 
the one which has permitted the elimination of much 
handling and of all production interruptions due to sub- 
stitution of one machine for another, is to be found at the 
point of labeling. One operator has been eliminated, 
one machine is now used for labeling where two were 
used previously, a better looking package has been se- 
cured and the danger of mutilation or falling off of the 
labels has been eliminated. 

The cost of the package has been reduced due to an in- 
crease in the speed of production and to the elimination 
of a manual operator. The total increase in production 
averages seventeen jars per minute for the large-size 
package and thirty-four jars per minute for the medium- 
size package. It should be noted that the limiting fac- 
tor in the case of the large-size jar is the fact that only 
four filling heads can be used in filling these jars, whereas 
six are used with the medium size. The labeler, obvi- 
ously, could feed both sizes at the same speed, if desired. 
The average production increase is reported to be 69 per 
cent on the modified line. 

Credit: Labeling machinery, New Jersey Machine 
Corp.; cartoning machinery, R. A. Jones & Co.; filling 
machinery, Filler Machine Co.; capping machinery, Con- 
solidated Packaging Machinery Corp.; wrapping ma- 
chinery (medium-size jars) Scandia Manufacturing Co., 
large-size jars) Package Machinery Co.; bundling ma- 
chinery, Package Machinery Co.; jars, Hazel-Atlas 
Glass Co., Carr-Lowrey Glass Co.; labels, National 
Label Co.; closures, Anchor Cap & Closure Corp. 


4. Close-up view of the tandem fully 
automatic labeling machine as installed 
at the Bristol-Myers plant. 






























ANOTHER WINNER FOR 
PACKOMATIC 













The DUFF Package WINS 
ALL AMERICA HONORS 


PACKOMATIC helped lick this prob- PACKOMATIC has, time after time, 
lem. The “paper closure” for Duff's Mix demonstrated its ability to solve packaging 





required a combination of air, moisture, 
grease, and weevil proofing—plus high 
speed automatic packaging machinery. 
PACKOMATIC Engineers were called 
in—as a result P. Duff & Sons win Alll- 
America Gold Award for Opaque- 
Wrapped Cartons for 1937. 


problems for manufacturers in every field. 
Ingenuity, a wealth of experience and an 
expert technical understanding has helped 
us develop world known dependable eco- 
nomical machinery that will give many 
years of service. 


All Inquiries treated confidentially 






Your packaging problems will receive expert 
attention in our hands, no obligations 
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J. L. FERGUSON COMPANY, JOLIET, ILLINOIS [iaeeneuiniing 
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Accurate register of a label in a recessed area is a pack- 
aging advantage. The Pony Labelrité made this possible 
at a saving in production cost of 69° on labeling alone! 












These labels are registered in There is NO glue seepage! 
precise position on container Containers require NO WIPING! 
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SELL THEMSELVES 
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HONEY 


change-over time are outstandingly minimum. 


Production executives, watching the dependable preci- 
sion in accurately spotting labels—blister-free—with all 
edges glued down get more than a vision of fine work. 
They see, every second, .a container labeled—READY 
TO PACK—no need for wiping bottles (How much does 
that save you?) And no need for long periods of idle- 
ness, because petty cash change parts make change-over 
a matter of minutes. 


You've only to see how the Pony Labelrite works to 
begin figuring how it will save plenty of dollars in your 
costs—and do a better job, too. 


Send for fully illustrated, detailed catalogue / 


NEw JERSEY MACHINE CORPORATION 


1600 WILLOW AVE. e HOBOKEN, N. J. 





Designers and builders of labeling, glue applying and container-making machinery 


CHICAGO OFFICE ; 
549 W. WASHINGTON BLVD. West Coast Agents—L. H. BUTCHER CO., San Francisco, Los Angeles 





CANADA 
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The ONE unit labels ALL FOUR sizes of the Land-o'- 
Lakes Honey. All four accurately registered, with no 
blisters and No loose edges. Change-parts cost and 


R. S. GOLD, TORONTO 


and M. 


NEW DEVELOPMENTS IN PACKAGING 
MACHINERY METHODS AND SUPPLIES 











POP WRAPPING MACHINE 


The Package Machinery Co. has developed a new 
machine for the wrapping of candy pops designated 
as LP-2 which, it is claimed, affords higher speed than 
was previously obtainable, plus a large saving in the . 
quantity of material required for wrapping. The unit 
occupies a very small floor space and is easily adjustable. 
The machine is completely self-contained with switch 
and motor mechanism mounted on its chassis. 










































The McClintock Display Co. announces development 
of the “‘Celowrap Cutter,’’ a counter-boy for dis- 
pensing cellophane from rolls. The device is designed 
for the use of merchants and small manufacturers and 4 
provides, it is claimed, a very clean cut of cellophane, Th 
not obtainable with ordinary paper feeding devices. | 


REGISTER CONTROL UNIT ON SHEETER { 


The Charles Beck Machine Co. has developed a new 
differential cut register control unit for use in con- 
junction with its high-speed automatic sheeting devices 
which, it is claimed, affords accuracies heretofore un- 
attainable. The machines may be had with either 
manually operated control or electric-eye controlling 
devices and provides accuracies of '/32 of an inch plus or Pe 
minus. The machines come in three widths—36 inches, | 
45 inches and 55 inches; are completely ball and roller 

bearing equipped, and may be had for sheeting all kinds 

of papers, glassine, etc., as well as cellophane and other 


— 
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transparent cellulose materials. 


NEW MOTOR CONTROL 


A Safety Foot Switch for controlling motors of indi- 
vidual motor driven machines, used in the packag- 
ing and other industries, has been placed upon the mar- 
ket by The Babaco Co., New York. To start the motor, 
the operator presses a foot pedal. This instantly starts 
the motor which will continue to operate without fur- 
ther attention. To shut it down, the foot pedal is again 
depressed. Both the operators are thus free to hold the 
work. By depressing the foot pedal and retaining the 
pressure, the switch will only operate while the operator 
retains foot pressure. Once pressure is removed, the 
switch will automatically shut off the motor. 





















2. A differential cut register control unit of Charles Beck Machine Co. 
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GOLD AWARD 
Opaque Wraps Group 


ADD WATER. MIX BAKE 
Shals all? 


GOLD AWARD 
Opaque Bags Group 


These Foil Packages Required 


PERMANENT ADHESION on a 


HIGH PRODUCTION BASIS! 
(Mikah Glues Did the Job! 


Sticking metal foils commercially is no longer a difficult 
problem. Our Service Department can make specific 
recommendations, based on vour individual requirements. 


Your package is no harder to glue than these were! 


ATIONAL ApHesives CORPORATION 


NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 








ONCE AGAIN 
STANDARD-KNAPP 


DEMONSTRATES ITS 
PRE-EMINENCE_IN ITS FIELD 






















































. SS B ce — 
RG fap meme + MACE BY 



































| | . | | : 
ty tt eR it 
Hl i : } 
3 5 J : i 4 
z i # i I : j iy 
< 4 wt ee y GREE ae roses pee Sout acer memes j emiseniwac say | sawrsetsine mes! 
” | ipti2or Borrve Pacnen I2ot Bort. Packxan if (Zen Borris Pacnan Zoz BoTTLe PACKER 
ki Y : vr B30 MADE BY TYPE B30 MADE OY | TYPt BBO Mace By = | TYPE B3SO mace By 
TYPE MAvE BY tre ig {i a3 
a As a STANDARD KNAPP Core. ti STANDARD KNAPP Comp STANDARD Knare Cone ix STANDARD Knare Comp > Ni) STANDARD KNAPP Cone 
| oo) a at | — Le aT ble 
\, ' = . —— = + + + on pe 
s 44 « . | “s OPERATOR J is J asi ve “f a8 Operator 
CONVEYING -—- SYSTEM —— if wenren rai 
. ang grnemamat> { INSPECTOR 
MACE BY " ~2* IDARD KNAPP CORP iy > Ih} 
ont E> RS RgmmmemmmmRe & } 
SS. MS L. a 
SQ SSS <POOMPRESSION ue 7 i “Tyee as 
SOR % 7 SSA STANDARD KNAPP | wipe nca Serpe 
. Sy {STANDARD KNAPP Corr, 
a VES) cases, aan 
ba Me Sieaateninis N 
“ —~ CONVEYING a> & ee B.! 





STANDARD KNAPP CORP 








STANDARD KNAPP CORP 
4>27 32 FL LONG Sianoy 





i26e7 & 





ITZ BREwn 
WAVREE wi 


‘ 
Joe SCHL 
Mie 


















ALL EQUIPMENT INDICATED Br FULL LINES 
FURNISHED BY 


STANDARD KNAPP CORP 





Pe 
a = 


4) Bi B 
ba uf B: 


Ly £ 


7 | 


wor Ha! Ticad Svea Haag Lees = Sanaa a Oe, eT ae 


a 







At the right may be 
seen four bottle pack- 
ers in the Schlitz plant, 
each taking the full 
output of two bottle 
labeling machines. The 
tour packers in turn, 
feed a pair of Standard- 
Knapp case sealers. 
Standard-Knapp case 
timers insure uninter- 
rupted flow of cases at 
the junction points of 
conveyor lines. 
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This is the Standard-Knapp bottle 
packer . .. the machine that has 
revolutionized bottle casing opera- 
tions in plants throughout the country. 


THE GOLD AWARD MACHINERY INSTALLATION 


of the JOSEPH SCHLITZ BREWING CO. 


Consists of: 

Standard-Knapp Bottle Packers 
Standard-Knapp Automatic Gluing Units 
Standard-Knapp Automatic Case Timers 


In the Schlitz plant, Standard-Knapp was confronted with certain unusual physical conditions 
making this a difficult installation. Because of skill and experience, all of these difficulties were 
solved, resulting in a practical and entirely satisfactory installation. Standard-Knapp is gratified 


to again be so signally honored by Modern Packaging All-America Judgment Board. 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd PL., 208 W. Washington Street 100! Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. CHICAGO . CLEVELAND SEATTLE 


420 S. San Pedro St. 300 Seventh Street 315 South West Pine Street Windsor House, Victoria St. 
LOS ANGELES SAN FRANCISCO PORTLAND, OREGON LONDON, ENGLAND 
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Another Year... 


ANOTHER COLTON ALL-AMERICA VICTORY! 


This year, last year, and in previous All-America Competitions, products 
packaged on Colton equipment have figured prominently among the prize- 














winners. 

The foresight, the careful selection, the balancing of costs and economies 
that prize-winning firms employ in choosing suitable package designs . . . 
are, in even greater measure, applied in selecting machinery to package 
these containers; for investments in machinery are greater, quick changes 
from one type to another cannot be made, equipment must prove its merit 





before the purchase. 
That these prize-winning firms choose Colton over all others is eloquent 


proof of the superiority of our machines. 














No. 15 Automatic Liquid Filler, Closer 
and Clip Fastener 


4A completely automatic machine for materials in liquid or fluid form. 
This machine will operate on any size tube from '/2” to 1'/2” in 
diameter, and from 2” to 6” in length, and is easily adjusted for 
these sizes. Motor equipment is standard. Machine can be furnished 
for belt drive, if desired. Capacity per minute 30 tubes. Power 
required '/2 H.P. Pulleys, tight and loose 12” x 2”. Floor space 
44” x 32”. Net weight 650 lbs. Gross weight 850 lbs. We also manu- 
facture machines for liquids or pastes in combination with the 


Colton Clipless closure. 


ARTHUR COLTON CO. 


2602 Jefferson Ave., East—Detroit, Mich. 
RR i ERE a 
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HORIX MANUFACTURING CO. 


PITTSBURGH (4), PA. 





Manufacturers of HORIX, HALLER, and BERGMANN Filling and Conveying Equipment 





PRODUCTS HANDLED 


Whiskey Catsup Fruit Juices 
Wine Vinegar Chili Sauce 
Liqueurs Syrup Tomato Pulp 
Gin Brine Ice Cream 
Water Medicines Cottage Cheese 
Bluing Extracts Sour Cream 


AUTOMATIC ROTARY FILLERS 





Suitable for plants requiring maximum continuous speed with 
minimum labor. Feed, filling and discharge are completely auto- 
matic. Bottle Fillers handle all containers of round, hexagonal, 
octagonal or other symmetrical shape, and many panel bottles or 
flasks, at speeds up to 300 a minute. Can Fillers are built to 
suit special requirements, filling soups, fruit juices, etc., and 
saucing beans, spaghetti, etc., at speeds up to 150 a minute. 


SEMI-AUTOMATIC ROTARY FILLERS 


Empty bottles are 
fed by hand; fill- 
ing and discharge 
are automatic. 
Can be built to 
handleall sizesand 
shapes of bottles 
from 2 oz. to 1 gal. 
at speeds up to 60 
a minute. Quickly 
adjusted to differ- 
ent size bottles. 
Fills uniformly, 
without drip or 
waste. Easily dis- 
assembled for 
cleaning or adjust- 
ing. Sturdily con- 
structed to insure 
dependability and 
long life. Can be 
operated by un- 
skilled labor. 





MODEL NV STRAIGHT-LINE FILLER 


Ideal for filling small lots of differ- 
ent products into a variety of con- 
tainers. Handles any shape or size 
of bottle from 40z. tol gal. Change 
from one size container to another 
is quickly and easily made. Empty 
bottles are fed by hand. Fills 3 to 
12 bottles at a time, depending on 
their size. Whiskey can be filled at 
rate of 45 a minute. Filled bottles 
can be discharged onto a moving 
conveyor. Does not require expert 
mechanics for satisfactory opera- 
tion. Exclusive Gravity-Vacuum 
System prevents loss due to defec- 
tive bottles. All parts accessible 
for cleaning. Corrosion-resisting 
contact parts can be supplied. 





PLUNGER-TYPE FILLERS 


Hand-operated Plunger Fillers accurately and 
quickly measure Ice Cream, Cottage Cheese 
and Sour Cream into containers. Simple, no 
complicated parts to get out of order, easy to 
clean. Exclusive double-action gives greater 
production with less labor. Change from various 
size containers easily made. Motor-operated 
Fillers made to handle Preserves, Relishes, 
Mayonnaise, and other semi-solid products. 





BENCH-TYPE FILLERS 


Simple, efficient machines that will 
quickly save their moderate cost by do- 
ing away with loss of product. By use of 
special feed trays, various size con- 
tainers can be handled, at speeds of 
10 to 20 a minute, depending on prod- 
uct and size of container. Fills cans and 
jugs, as well as bottles, from minia- 
tures to 434 in. diameter bottles. 





CONVEYORS AND WORK TABLES 


Chain Conveyors, which speed up production and do away with 
handling of containers, and Work Table Conveyors for increas- 
ing the efficiency of capping, corking, labelling and inspecting 
operations, can be supplied to order to suit all requirements. 
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The CHAMPLAIN GRAVURE 
PRESS is an entirely new press, 
designed particularly for pro- 
ducers and users of package 
printing. 


CHAMBON OFFERs 


Advantages of 
CHAMPLAIN GRAVURE 


Uniform and faithful reproduction 
Fastest method of printing 

Inks dry instantly 

Low cost per thousand 

Adaptable to all types of work 
Easily operated and controlled 
Requires relatively little floor space 
Fabrication of printed web 
Elimination of makeready 
Improved type of printing cylinder 
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Here is interesting news for every producer and user of 
package printing . . . . The makers of CHAMBON and 
CHAMPLAIN Automatic Multicolor Rotary Printing 
Machines offer the NEW CHAMPLAIN GRAVURE PRESS, 
an all-purpose gravure press designed to produce the finest 
quality of gravure printing and suitable for runs of 100,000 
or more. This new press is priced to compare with letterpress 
equipment. 


Every user of labels, wraps, cartons, containers, displays, 
bags, envelopes, tags, seals, package inclosures, and other 
forms of package printing is familiar with gravure printing 


and its advantages over other methods. Gravure printing, for 


j instance, can be done on all kinds and qualities of paper. 
' Gravure possesses greater depth and softness due to the 
method of reproduction. In gravure printing, the inks dry 


completely in a matter of seconds and allow faster printing 
speeds. The cost per thousand impressions is low compared 
with other methods. 


(Below) Examples of package printing produced on CHAMPLAIN GRAVURE PRESSES. 
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The CHAMPLAIN GRAVURE PRESS is simple in design 
and construction and easy to operate. All parts are readily 
accessible. It can be arranged for the operator to control 
each color and all registration from a single panel board. 
The press is roll-fed and may be equipped with a unit to 
fabricate the printed web as desired and deliver the printed 
piece ready for use in subsequent packaging operations. The 
press can be put together in any multiples as to colors, with 
sizes from 22” to 42” in width of web in approximately 4” 
step-ups. You can change over from one job to another in 
The press prints from PERFECT CIRCLE 
CYLINDERS which are created in a completely equipped 
engraving department operated for the convenience of 
CHAMPLAIN customers. . . 


scriptive booklet. Please use the coupon below. 


two hours. 


. Write for your copy of de- 


CHAMBON CORPORATION, GARFIELD, N. J. 
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CHAMBON CORPORATION 
GARFIELD, NEW JERSEY 


Gentlemen: Please send us 
our copy of the booklet describing 


CHAMPLAIN GRAVURE. 









(FIRM) 
(INDIVIDUAL) 
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STOCK DESIGN COFFEE BAGS 


A new type of coffee bag, available in stock designs, has 
been placed upon the market by Oneida Paper Products, 
Inc., and the Continental Bag Specialties Corp., embody- 
ing new principles of illustrative design. According to 
their producers, these bags attempt to provide smaller 
merchants and non-volume sellers of coffee with a bag 
which compares favorably with privately designed 
coffee bags. Moreover, the new containers offer a pic- 
torial treatment which, it is claimed, is calculated to aid 
in the merchandising of coffee. 


NEW TYPES OF WRAPPING PAPERS 


Three new varieties of wrapping paper, for which a 
number of interesting claims have been made, have been 
announced by the H. P. Smith Co., and are grouped 
under the general name of *‘Sta-Tuf.’’ The H. P. S. oiled 
‘Sta-Tuf"’ is a sheet which, it is claimed, is being used 
extensively in the wrapping of fresh meats. The paper 
is absorbent and has a high wet strength. H. P. S. 
natural ‘‘Sta-Tuf,’’ available in white and semi-bleached 
varieties, is likewise absorbent to moisture and, when 
wet, retains its strength, but unlike oil ‘‘Sta-Tuf,’’ has 
received no oil treatment. H. P. S. opaque ‘‘Sta-Tuf,”’ 
while not as absorbent as the other two sheets of this 
family, has wet strength qualities and is recommended 
for those uses in which a high absorbency is not desired. 
These papers have high abrasive qualities and, while 
not as strong when wet as parchment papers, are strong 
enough, it is claimed, to answer the needs in manv fields. 











MESH FABRICS FOR PACKAGING 


A new family of mesh fabrics known as Pyroxcote has 
been developed by Pyroxylin Products, Inc., for use in 
the preparation of non-sifting bags, waterproof pouches, 
liners, windows, wrappers, sacks, envelopes, tubes, 
ribbons, etc. The family comprises a related group of 
fabrics including tarlatans, scrims, marquisettes and 
buckrams, the interstices of which are closed with a 
flexible, durable and washable cellulosic compound. 
Structures made from Pyroxcote, it is claimed, have the 
requisite durability to contain products which require a 
long period for their full consumption. Distinctive 
colored textiles, prints, weaves, etc., can be prepared and 
embraced within the process of the preparation of these 
various mesh fabrics. 


PRODUCT FEEDER MECHANISM 


A new product feeding device which, it is claimed, will 
deliver a more uniform stream to a scale mechanism than 
previously obtainable feeders, has been produced by the 
J. L. Ferguson Co. As illustrated, eight of these 
units are shown in line for use on an eight-in-line scale 
for the weighing and filling of rolled oats into packages. 
The greater uniformity of stream produced by these 
feeders will make possible the more accurate weighing 
of bulky products. The mechanism of the feeder is so 
designed that both ‘“‘bulk’’ and ‘‘dribble’’ stream of 
products can be obtained—thereby increasing the speed 
of production to the maximum degree without sacrific- 
ing accuracy of weight. 





3. Product feeder mechanism, a J. L. Ferguson Co. unit. 
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SEE THIS MODERN WIRE STITCHING 


EQUIPMENT 





BOSTON BAG 
STITCHER 


This machine provides a 
convenient method for wire 
stitching a great variely of 
paper and cellulose bags 
used for packaging coffee, 
nuts, candy and a variety 
of other products. The bag 
support is adjustable for 


any size. 


BLISS AND BOSTON WIRE STITCHING MACHINES 


are recognized everywhere for their high quality, durability, speed 
and economy of operation. Be sure to visit our Booth No. 606, 


Palmer House, Chicago, March 21-25. 


DEXTER FOLDER COMPANY 


28 West 23rd Street, New York, N. Y. 


CHICAGO PHILADELPHIA BOSTON CINCINNATI 
117 W. Harrison St. 5th and Chestnut Sts. 185 Summer St. Roy C. Kern—3441 St. Johns Place 


SAN FRANCISCO—LOS ANGELES—SEATTLE 
Harry W. Brintnall Co. 















oes 


in operation at the 


CHICAGO PACKAGING SHOW 


Each year shows a marked increase in the use of wire stitching for 
assembling and closing shipping containers, and for specialty 
stitching operations! This clean, practical, dependable method of 
preparing manufactured and processed products for shipment is 
fast gaining new friends in many lines of industry. 


BLISS BOX AND BOTTOM 
nlL4 ‘ 
STITCHER 
This stitcher is popular in plants 
using both regular slotted con- 
tainers and Bliss No. 4 boxes. Illus- 
tration shows machine set up for 
box stitching. For bottom stitch- 
ing, box arm is folded down and 
post placed in operating position. 


THE BOSTON MULTIPLE 
HEAD BOX STITCHER 
drives 2, 3, 4 or 5 stitches at one 
operation. Increases _ production 
without additional labor cost’ on 
such work as folding boxes, col- 


lapsible suit boxes, cartons and other types of boxes 
requiring two or more stitches. Specially adapted 
for work using two or more stitches uniformly 


spaced. 


Stitcher heads are adjustable sidewise. 


Its extra earning power due to increased pro- 
duction quickly returns the investment. 
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ENDWELD 
TUBE FILLER 2 SEALER 








@ Note features of this modern, revolutionary machine: 








FOR A PERFECT 
FILL....anD A 
PERFECT SEAL 











SAVING YOU UP TO 
3/4 INCH LENGTH METAL 
ON EVERY TUBE 


CLEANS 


the tubes with filtered com- 
pressed air — mechanically 
collecting all dust and carton 
fibers. 


FILLS 


any paste or liquid free from 
air bubbles. Yes, we say 
paste or liquid—accurately 
measuring—without string- 
ing or smearing. 


SHAVES 


bottom of tubes to make all 
identical length before clos- 
ing. 


WELDS 


the ends into the tightest, 
neatest, most dependable clo- 
sure you ever saw. 


SAVES 


by requiring less tube length 
for sealing. 


Think what a difference this machine will make in your costs! It 
soon pays for itself and then goes right on returning large dividends. 


THE KARL KIEFER MACHINE co. 


NEW YORK 


BOSTON CINCINNATI, U.S.A. 


LONDON, ENGLAND 
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U.S. Automatic will exhibit at the Packaging Exposition the National MH Bond Gross Weigher, a machine 
in popular use throughout the country . . . and will present in actual operation a new National Net Weigh- 
ing unit—consisting of a Scott Scale, an F. E. Feeder, and a T. U. Transfer. This machine will be employed 
filling one-pound cans of coffee at rates of 35 to 40 per minute . . . turning in the kind of economical de- 


pendable job that it will do in your plant. 


Full information about the whole U.S. and National line of machines will be available at this demonstration. 


You are cordially invited to attend. 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


OWNING AND OPERATING 


NATIONAL PACKAGING MACHINERY CO. 


459 Watertown Street, Newtonville, Mass. 
Branch Offices ; 


CLEVELAND . CHICAGO . LOS ANGELES . LONDON. ENG 


- 
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GET 
DESERT. THE BEST LABELING EQUIPMENT 


Wm. Underwood Co., Watertown, Mass. Chas. M. Higgins & Co., Brooklyn, N. Y. 
Winner of Modern Packaging Winner of Modern Packaging 
Gold Award—Labels and Seals Group Silver Award—Family Group 
comm Ww woe aa 
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@ Neat, precise application makes or breaks the selling power of the most distinctive label. Recognizing 
the fact, the makers of these “All-American” champions buy labeling equipment with the same critical care 
they use in selecting eye-appealing dress for their containers. e Like hundreds of other big users of glass and 
metal containers, these prize winners depend on O. & J. Labelers for efficient, neat, economical labeling. 
e O. & J. Labelers . . . with speeds up to 120 containers per minute ... assure careful and accurate labeling, 

la without hindering production. They handle coated, metallic, or transparent papers with 

equal ease...completely eliminate delays, label blister, imperfect register. e Write for full de- 
tails on time- and money-saving features, and performance records on all types of containers. 


« FIFTIETH ANNIVERSARY 
THE LIQUID CARB 


Anniversary CORPORA 
i 


THE LIQUID CARBONIC CORPORATION 


3110 South Kedzie Avenue, Chicago, Illinois 





Branches in 37 Principal Cities of the United States and Canada ¢ London, England ¢ Havana, Cuba 











This label is printed 
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LOOK BEHIND THIS LABEL 


TO THE MACHINE THAT 
MAKES IT POSSIBLE 


This amazingly accurate and finely reproduced label is produced—in continuous 
operation from a roll, on a standard L. C. Machine. 


A combination of Roto-gravure and Letterpress printing, it represents eight operations 
performed simultaneously upon the paper web . . . including five color impressions, 
varnishing, trimming and cutting. 





Yet, in spite of the fine register maintained and the perfect control of ink and varnish 
distribution, these labels are produced at amazingly high speeds by operators without 
special skill or unusual training. 


Fa 

” L. C. Machines are performing jobs similar to this in hundreds of 

1d plants throughout the world. They can produce your labels, tags, 

g. wraps, boxes or cartons ... with equally effective results... at 
equally high speeds. . . with equally low cost operations... right 

. in your own plant. Investigate. Write... 





L.C. MACHINERY CO. , Inc. 


460 West 34th Street NEW YORK CITY 
. MEDALLION 3-5383 
American Affiliate of L. Chambon, Paris Chambon, Ltd., London 
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LOOK BEHIND THIS LABEL 


TO THE MACHINE THAT 
MAKES IT POSSIBLE 


This amazingly accurate and finely reproduced label is produced—in continuous 


operation from a roll, on a standard L. C. Machine. 


A combination of Roto-gravure and Letterpress printing, it represents eight operations 
performed simultaneously upon the paper web .. . including five color impressions, 


varnishing, trimming and cutting. 


Yet, in spite of the fine register maintained and the perfect control of ink and varnish 
distribution, these labels are produced at amazingly high speeds by operators without 


special skill or unusual training. 


L. C. Machines are performing jobs similar to this in hundreds of 
plants throughout the world. They can produce your labels, tags, 
wraps, boxes or cartons ... with equally effective results ... at 
equally high speeds. . . with equally low cost operations... right 
in your own plant. Investigate. Write... 








L.C. MACHINERY CoO., Inc. 


460 West 34th Street NEW YORK CITY 
MEDALLION 3-5383 
American Affiliate of L. Chambon, Paris Chambon, Ltd., London 
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Latest 


PACKAGE 
WRAPPING 
MACHINE 


by Hayssen 



































Whether your object in using an outside wrapper i 
is to protect the contents against deteriorating Ve A : S ig : N 


influences, to seal in the freshness of your prod- \ 
uct, or to add to the attractiveness of your pack- E- E A T U va E iy: 

age, the Hayssen Package Wrapping Machine 
will perform the wrapping function in a super- 


lative manner. 4 Low Capital Investment 


If you are now wrapping by hand, use semi- 
automatic machines, or are interested in re- 9 —_— Operator 
placing your present automatic equipment, 
it will pay you to investigate the Hayssen be- 
fore purchasing. The Hayssen can accommo- 
date a wide range of sizes and products, requires 
a minimum of factory floor space, and needs the 
attention of but one operator. With low capital 
investment and upkeep cost, the Hayssen stands 
out as a champion of economy in solving wrap- 
ping problems. Write for full particulars... . 


Machine Simplicity 


Low Upkeep Cost to 
You 


1800 Packages 


Wrapped per hour 


no obligation, of course. 


Hayssen Mfg. Co. Dept. P.M. Sheboygan, Wis. 





Attractive Snug Wrap- 
SEE OUR EXHIBIT at the PACKAGING SHOW ping 
PALMER HOUSE, CHICAGO, MARCH 22-25 

Booth 608 Paper Registration by 


Photo-Electric Cell 


HAYS SEN packace wrapping maces 
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THESE ARE THE MACHINES FOR PRODUCING 
CELLOPHANE BAGS AND ENVELOPES! 


‘Proved performance” is the word 
for these Champion machines. 
Since 1904 F. L. Smithe has been 
blazing the way for the whole bag 





and envelope industry. Today we 
| offer to enterprising manufacturers 
| our Champion V. W. machine for 
| making cellophane bags, and our 
Champion V. W.S. for the manufac- 
ture of cellophane satchel-bottom 


sexmser-.~ corenveugeoae’l 


P.L.SMITHE MACHINE CO... NEW YORK NY 


bags . . . each the finest ever de- 





veloped for its purpose. 


CHAMPION V. W.—for cellophane envel- 
opes. Handles all types of thin transparent 
materials. Operating from a roll, it cuts 
rei out chips to form the sides, seals, and 
bottom flaps; folds and glues the side flaps; 
severs the webs: folds and glues the bottom 
flaps. DELIVERS FINISHED ENVEL- 
OPES AT RATES {FROM 9000 to 14000 
PER HOUR!! 









Range: 
Blank length—414” to 1354” 
Folded width—134” to 10” 


CHAMPION V. W. S.—for cellophane 
satchel-bottom bags. This machine has 
mechanism for making duplex webs, thumb 
cuts, reinforced bottoms and tabs. PRO- 
DUCES SATCHEL-BOTTOM BAGS AT 
RATES FROM 4800 to 5400 PER HOUR! 

Range of bags: 

Length—614" to 15” 

Width—3” to 84%’ 

Floor Area—2’ 5” x 7’ 

Motor Req. Drive 2 HP Pump—'% HP 


jae: TIN TIE MACHINE—The ideal machine 
for tin ties for bags of every description. 
Machine feeds a strip of metal from a roll, 
wraps it with the roll-fed paper to form tin 
tie or metal flaps, and attaches them to 
envelopes or bags. 
Length of strips—2%4" to12144” 
Production—40 to 70 per min. 
Motor 34 HP 


Samples of work produced by these machines, and 
full information on sizes, costs, etc., will be gladly 
supplied. Just write. 


CHAMPION MACHINES 


Manufactured by 


F. L. SMITHE MACHINE CO., Ine. 


633 West 44th Street NEW YORK, N. Y., U. S. A. 
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KRAFT CONTAINER GLUE 


A new glue, especially designed for the Fourdrinier 
Kraft and Sulphite Kraft containers, as well as the ordi- 
nary type of corrugated shipping containers, has been 
developed by Paisely Products, Inc. It is supplied in a 
heavy liquid form, easily reduced with water and can be 
kept for long periods of time in glue pots without curst- 
ing over. Made from a pure vegetable base, it is non- 
injurious to hands, face or clothes. The material is 
adapted to use on automatic sealing machines. 


SCOTCH TAPE DISPENSER 

The Minnesota Mining & Manufacturing Co. is mar- 
keting a new dispenser for its product, Scotch Cellulose 
Tape, designed by Barnes & Reinecke and incorporating 
a number of new convenience features. The dispenser 
accepts a roll of tape which is fed out and cut off as re- 
quired. The new design is streamlined and is heavier 
and more stable than former models, the center of gravity 
having been substantially lowered. Rubber feet permit 
the use of the device on glass counters or polished tables 
without fear of marring, and a fine mottled finish per- 


mits use in exposed positions. 


MULTICOLOR ANILINE PRINTING 
MACHINE 

The Haida Engineering Co. has recently introduced 
a new multicolor aniline web printing machine, espe- 
cially buile for operation in conjunction with bag- 
making machines, envelope machines, sheeters, slitters, 
waxing machines and similar equipment when paper or 
cellophane is used in roll form. The unit can print up 
to four colors at a single operation and is available with 
a re-winder if re-winding of the printed material is de- 
sired. The use of inexpensive rubber printing plates 
with adhesive backing on the type cylinders requires, 
it is claimed, a minimum of makeready. 





4. Haida Engineering Company's aniline web printing machine 
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5. A rotary bag crimper by Wrap-Ade Machine Co., Inc. 


ROTARY BAG CRIMPER 


The Wrap-Ade Machine Co., Inc., is producing a new 
rotary crimper for heat sealing filled bags, available with 
or without a device for folding the top of the bags before 
the sealing operation. 

The operator places the bags on the conveyor belt 
shown at the right of the photo, from which point they 
travel to the left into the folding device and the sealing 
unit. The speed at which the machine operates is 
dependent upon the size of the bag. On bags 21/2 in. 
wide, a speed of 60 to 70 per minute can be secured. 

The machine comes with motor and adjustable speed 
switches mounted on the pedestal base. The height of 
the belt table can be varied to accommodate bags of 
varying heights. 


The Dixie Vortex Co. has announced a series of 
new designs for its drinking cups and dessert dishes— 
a daffodil design reproduced in natural colors—a willow 
design utilizing two shades of blue—and a nautical 
‘porthole’ design utilizing blue and red against a 
white background. Menasha paper plates, napkins and 
tablecloths are available in matching designs. 


Glyco Products Co. Inc., New York, has developed 
a new sealing product, Abopon, which, it is claimed, 
does not become absorbed by the paper, textile, 
leather and other fibrous material it is applied to. The 
product is a transparent, non-inflammable, odorless 
liquid which can be diluted with water and applied by 
dipping, brushing or spraying, leaving a colorless film 
on the surface, thus sealing the material. It is claimed 
that Abopon can also be used to prevent penetration of 
oils and greases into paper and similar products. 


The Reyburn Manufacturing Co., Philadelphia, Pa., 
has developed a new product, Reycurv, a high 
gloss, heavy duty corrugated display material. The 
corrugations are wide and the backing sheet is printed 
for the decorator’s convenience in one inch squares, 
divided into quarter inches for measuring and cutting. 
Samples are available on request. 
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LOOK IN YOUR 
SHIPPING ROOM 


to see what 


MAKESHIFT ADHESIVES 
ARE COSTING YOU! 





They may seem to work right on the production line. They! 
may even cost a few pennies less, though they seldom do. | 
But, if you really want to know what you're paying for| 
makeshift adhesives, look into the room where return pack- | 
ages and damaged goods are stored. 


Many manufacturers have found that the assurance against | 
such damage and returns which UPACO adhesives provide, | 
is in itself a commanding reason for using no other materials. | 
But, beyond this, UPACO users gain advantages on the | 
production line... fewer rejects, faster production, lessened | 
waste, lowered spoilage! And, to top it all, they com- | 
mand the constant service of UPACO’S famous research | 
laboratories, for twenty years and more the leaders in| 
developing special adhesives for special needs. 


TO LOWER PACKAGING COSTS 
CALL IN THE UPACO ENGINEER 


UNION PASTE CO. 


200 BOSTON AVE. 





MEDFORD, MASS. 

















TWO WAYS 


TO SAVE MONEY 


in your wrapping department 


Fast 
Adjustable 


Low-Priced 


[1] 





MILLER MODEL MPS 
WRAPPING MACHINE 


. wraps and seals packages of all 
description in Cellophane, waxed-papers 
or waxed foil. Quickly adjustable, with- 
out tools. Saves time, space, material! 


{2] MILLER SPEED-WRAP 


No pedals 
No brushes 


No sheet 
separation 


... delivers cut sheets of Cellophane or 
kraft paper from the roll, with glue 
applied. Perfect for speedy banding... 
full-wrapping . . . bundling. Speeds up 


wrapping 300%! 


PROFIT by writing! 






14 So. Clinton St. 


WRAPPING & SEALING MACHINE CO. 


CHICAGO 
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EIGHTH ANNUAL PACKAGING SHOW 


The annual Packaging Exposition will be held in Chicago 


from March 22 to 25, at the Palmer House, State and Monroe 


Sts., under the sponsorship of the American Management Asso- 


ciation. On this and the following pages are listed the various 


exhibitors and their booth numbers. 


On pages 290 and 292 will 


be found a guide to the conference sessions on unit packaging, 


packaging machinery, packing and shipping and bulk pack- 


aging. 


AMERICAN ALUMINUM WARE CoO. 
BOOTH NO. 502 


First public showing of automatic pouring spout 
machine for attaching these units to cartons. Also 
an exhibit of the company’s line ot aluminum bottles, 
boxes, tubes, containers and pouring spouts. 


ARABOL MANUFACTURING CoO. 


BOOTH NO. 107 


Exhibit features the company’s adhesives for use in 
the packaging industries. 


ARMSTRONG CORK PRODUCTS CoO. 


BOOTH NO. 309 


A wide variety of packages sealed with the company’s 
corks, metal caps, molded caps, cellulose caps and 
cellulose bands; also a display of prize-winning pack- 
ages utilizing Armstrong closures. 


ARVEY CORP., LAMCOTE DIVISION 


BOOTH NO. 404A 


Laminated cartons and other products produced by 
the Lamcote process. 


ASSOCIATED COOPERAGE INDUSTRIES OF 
AMERICA, INC. 


BOOTH NO. 617 


Motion picture demonstrating the manufacture of 
wooden barrels. Also various barrels and kegs. 


AUTO CLENCH CoO., INC. 


BOOTH NO. 209 
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BAKELITE CORP. 


BOOTH NO. 406 


Display stressing shape, size, design, color and con- 
struction of Bakelite packages and closures. 


CHARLES BECK MACHINE CoO. 


BOOTH NO. 607 


An automatic high-speed production sheeter equipped 
with a new differential cut register control unit will 
be shown in operation. 


BETTER PACKAGES, INC. 

BOOTH NOS. 615-616 

Exhibit of the company’s machines and devices for 
applying sealing tapes to shipping containers. 


BONNELL PUBLICATIONS, INC. 


BOOTH NO. 109 


BOSTITCH, INC. 


BOOTH NO. 209 


Hand, foot and motor driven fasteners, staplers and 
stitching machines. 


BRESKIN & CHARLTON 
PUBLISHING CORP. 


BOOTH NO. 602 


BRUNT & CO. 


BOOTH NO. 204 


Corrugated fibre boxes and other corrugated products. 
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_ Modern ? 
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This new EXACT WEIGHT Scale was developed 
expressly for canning and handling wet packs under 
such existent conditions as live steam, damp refriger- 
ated rooms, lactic acid, salt brine, vegetable and 
fruit acids which singly or together bring corrosion 
and inefficiency to ordinary check-weighing equip- 


ment. 
Fmnination © Solidly built of brass, stainless steel and chrome 
and elim aring caren = * plated this new EXACT WEIGHT Scale incorpo- 


pe . ; 
petter oP rates everything known in metallurgy to combat 


corrosion which in the past has affected the accuracy 

of production line check-weighing scales. After a 
4 . . . 

year's experiment in the sea food industry, probably 

the most exacting test possible, the results were as- 

toundingly satisfactory. 


Let us demonstrate this new model... Write for complete 
details. 

THE EXACT WEIGHT SCALE CO. 

222 W. Fifth Ave. Columbus, Ohio 






RE IS NO SUBSTITUTE FOR EXAC? 
of 


"i S 
“ PRECISION SCALES 
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B. H. BUNN CO. 
BOOTH NO. 505 


The new Bunn manual cross multiple wrap package 
tying machine will be demonstrated in operation. 


CELLULOID CORP. 

BOOTH NO. 201 

Lumarith transparent wrapping materials and sample 
packages wrapped in plain and printed Lumarith 
sheets will be on display. The exhibit will also 
feature window boxes, rigid transparent containers, 
laminations and rigid transparent displays. 


CLEVELAND CONTAINER CO. 
BOOTH NO. 612 


Exhibit will feature regular line of all fibre and com- 
posite containers. Recently developed printed tubes 
and cans and a new shipping drum will also be shown. 


CONSOLIDATED PACKAGING 
MACHINERY CORP. 


BOOTH NO. 609 


A motion display showing successive operations in 
the formation of Sealtite closures and pictures and 
descriptions ofthe company’s entire line of machinery. 


CONTAINER CORP. OF AMERICA 


BOOTH NOS. 401-402 


The display features newer developments in folding 
cartons, paperboard shipping containers, fibre- 
bodied cans and special packing materials. 


DEXTER FOLDER CO. 


BOOTH NO. 606 


Various box stitchers and an exhibit of Bliss type 
shipping containers. 


E. I. DU PONT DE NEMOURS & CO., INC. 
BOOTH NO. 202 


An exhibition of the newer trends in packaging in 
relation to open display and self-service stores. 


DURAND MANUFACTURING CO. 


BOOTH NO. S06A 


An exhibit of leather effect boxes for utilization as 
re-use containers, embossed and decorated in various 
colors and designs. 


EDWARDS SALES CO. 


BOOTH NO. 108 


The Eltekon paper shredding machine in operation. 


EINSON-FREEMAN CO. INC. 


BOOTH NO. 101 
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J. L. FERGUSON CO. 
BOOTH NO. 507 

A new product feeder mechanism tor obtaining more 
accurate weights on packaging equipment and an 
auger filling machine for filling non-free flowing 
products in actual operation. 


FOOD INDUSTRIES 


BOOTH NO. 614 


GENERAL BOX CO. 


BOOTH NO. 104 


An exhibit of various types of shipping containers 
featuring all-bound one-piece boxes. 


THE FRED GOAT CO., INC. 


BOOTH NO. 619 


Demonstrating model of Goat check-weigher. An 
exhibit ot representative packages produced on the 
Goat satchel-bag packaging machine. 


GOODYEAR TIRE & RUBBER CO. 


BOOTH NO. 206 


Pliofilm and Pliotilm wrapped products. 


HARRIS-SEYBOLD-POTTER CO. 


BOOTH NO. 308 


Morrison bottom sealer, combination top and bottom 
sealer and Morrison arm box stitcher on display. 


HINDE & DAUCH PAPER CO. 


BOOTH NOS. 306-307 


An exhibit of corrugated shipping boxes. 


INLAND CONTAINER CO. 

BOOTH NO. 408 

A demonstration of the means by which design, color, 
printing and layout may be utilized to enhance the 
sales appeal and merchandising value of corrugated 
containers and displays. 


JIFFY MANUFACTURING CO. 

BOOTH NO. 505A 

KALAMAZOO VEGETABLE 

PARCHMENT CO. 

BOOTH NO. 106 

Carton sealing and other tood protection papers and 
a group of paper specialties. 


LANZIT CORRUGATED BOX CO. 


BOOTH NO. 506 
Corrugated containers and decorations. 


MARSH STENCIL MACHINE CO. 


BOOTH NO. 212 
Stencil machines and accessories demonstrated. 
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* 


NO DOWN PAYMENT 
10 DAYS FREE TRIAL 


* 


O OTHER packaging machine has ever 
N been offered on terms as convenient as 
these! Think of it . . . you operate this 
newest Triangle Economy Packager on practi- 
cally a pay-as-you-go basis. You pay nothing 
down... try it out for 10 days FREE in your 
own plant. Then, if it isn’t the finest, most 
efficient machine of its kind you’ve ever seen, 
you can return it, or if it fulfills all our claims, 
keep it for a rental as low as $39.00 a month, 
depending on the type of filling machine used. 
Sealers only can be leased for as little as $18.00 
amonth. ONE OPERATOR and the Economy 
Packager can fill, seal and pack in cases, up to 
3000 cartonsaday. Write today for details, or, 
see our attractive exhibit in 


BOOTH 105 AT PACKAGING SHOW 
TRIANGLE PACKAGE MACHINERY CO. 


907 NO. SPAULDING AVE., CHICAGO, ILL. 


50 Church St., NEW YORK ~= 111 Main St., SAN FRANCISCO 
FOREIGN OFFICE: 44 Whitehall St., NEW YORK 


LEASE THIS ECONOMY PACKAGER 
FOR ONLY $39 A MONTE 













* Pat. Pending 









with the NEW 


“SWING SIFTER CAN” 


A new sales package such as only Cross can make . . . topped by a new, more 
convenient, more decorative, more certainly sealed sifter top . . . a Cross 
invention that is meeting with tremendous success. 


Remarkably low in cost, the swing sifter is fool-proof, non-jamming and posi- 
tive in its action. Turn it one way and you get a sifter top. Turn it another . 
and you have a pouring spout or pill-dispenser. 


Investigate Cross now . . . the centrally located home of finer fibre and com- 
posite cans. 
most unusual, most effective closure for fibre cans, acetate, and glass vials. 


CROSS PAPER PRODUCTS CORP. 


And send for full details about the ‘Swing Sifter’ . . . the newest 


CREATIVE ROUND SALES PACKAGES 


2595 Third Avenue New York City 
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MERCHANTS BOX CO. 
BOOTH NO. 508A 
Novelty wood boxes will be exhibited. 


JOSEPH H. MEYER & BROS. 


BOOTH NO. 405 
An exhibition of transparent boxes and displays. 


MILLER WRAPPING & SEALING 
MACHINE CoO. 


BOOTH NO. 305 
The company’s new Speed-Wrap and Thin-Wrap 
machines will be demonstrated in operation. Motion 
pictures of the firm’s new sheeting machine will also 
be shown as well as other sheeting equipment. 


NATIONAL ADHESIVES CORP. 


BOOTH NO, i02 


Display of packages labeled or glued with Mikah 
glue, centering around All-America selections. 


NATIONAL METAL EDGE BOX CO. 


BOOTH NO. 603 


An exhibit of packages produced by the ‘Metal Edge 
Method” as used in numerous industries. 


NEW ENGLAND COLLAPSIBLE TUBE CO. 

BOOTH NO. 208 

A display of giant size tube openings, necks and 
shoulders and a large variety of collapsible tubes 
produced for various industries. 


NEW JERSEY MACHINE CORP. 


BOOTH NO. 403 


First showing of fully automatic Pony Labelrite in 
actual operation. Also a semi-automatic Pony Label- 
rite and a Pony table gummer as well as samples of 
work of all three machines. 


OHIO BOXBOARD CO. 


BOOTH NO. 211 


Various folding cartons and shipping containers 
designed and manufactured by this organization. 


OWENS-ILLINOIS GLASS CoO. 
BOOTH NO. 203 
The exhibit will feature prize-winning packages 


produced by this company, together with the latest 
developments in glass yarns, tape and fabrics. 





PACKAGE MACHINERY CO. 


BOOTH NO. 302 


A demonstration illustration of the company’s LP-2 
Lollipop wrapping machine and FA-4-O carton 
wrapping machine. 
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PACKAGING DIGEST 


BOOTH NO. 503 


PETERS MACHINERY CO. 
BOOTH NO. 407 


The Peters Themco sheeting and stacking machine 
will be displayed in operation. 


PIONEER PAPER STOCK CO. 
BOOTH NOS. 401-402 
Paper packing pads as applied to radios, electrical 


appliances, etc., and excelsiors for special and 
general packing purposes. 


PNEUMATIC SCALE CORP., LTD. 


BOOTH NO. 303 


The display will detail the story of mass production of 
packages, supplementing the demonstration with 
numerous actual packages produced on the com- 
pany’s equipment. 


F. B. REDINGTON CO. 
BOOTH NO. 501 

A new high-speed continuous loading carton machine 
will be shown in operation. Packages processed on 
other machines will also be displayed. 





REYNOLDS METALS CoO., INC. 
BOOTH NOS. 210-310 


A graphic demonstration of the protective properties 
of foil and an exhibit of foil wraps, bags, labels, 
cartons and displays. Special section of All-Amer- 
ica prize-winners utilizing Reynolds foils. 


J. A. RICHARDS CO. 


BOOTH NO. 621 


RIEGEL PAPER CORP. 
BOOTH NOS. 301-601 


A display of packaging materials of various types 
manufactured by this firm. 


SEAL, INC. 
BOOTH NO. 311 


An exhibit of Thermium heat sealing sheet materials 
for wrapping, boxing and labeling and a demonstra- 
ion of their application and use. Also, Thermium ace- 
tate film for laminating box covers and similar items. 


SEFTON FIBRE CAN CO. 


BOOTH NOS. 401-402 


An exhibit of fibre cans. 


SHERMAN PAPER PRODUCTS CO. 


BOOTH NO. 409 


An exhibit of samples of this company’s products. 
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HOLYOKE CARD & 
PAPER COMPANY 


* SPRINGFIELD, MASS. 


A new group of unusual and attractive: 
box covéring papers. 


Sample books of any or all of these 
lines will be sent promptly on request.. 


The return card on the back of 
this insert is for your convenience. 
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CONGRATULATIONS «. cannon mitts, tne. 


... the only company to receive two 
awards in the 1937 All-America Package 
Competition . . . the Gold Award for their 
Handy Pack Envelope in the Transparent 
Bag Group; and the Silver Award for their 
Dowry Chest in the Set-up Paper Box 


Group. 


The members of the Oberly & Newell staff 
are proud of having been designated by 
Cannon to reproduce the box wraps and 


stickers on the packages illustrated at the 


























5 left. 

j 

f OBERLY & NEWELL LITHOGRAPH CORPORATION + 545 Pearl St., New York 
Specializing in Modern Packaging and Window and Store Display Material 
| Extra Production 

Extra Profits 

$ 


| witH A FRANK FILLER 


oi i Our wide range of automatic and semi-automatic 
filler machines give economical, dependable ser- 
vice and long life. These features enable our ma- 
chines to soon pay for themselves in labor saving 
alone. One customer purchased three of the 
machines illustrated in five weeks. 


Ronald Meyer Pop Corn Company’s All America 
fibre can winner uses Frank Filler that handles 
flat and bellows type cellophane bags and fibre 
cans. They are getting extra profits and extra 
production with our machines. 


JULIUS FRANK MACHINE WORKS Frank Power Driven Semi-Auto- 


matic Filler Machine. Adjustable 





1302 LARRABEE STREET CHICAGO, ILLINOIS weights 1 oz. to 16 oz. Variable 
Speed 1500-2700 bags per hour. 
Manufacturers of All Types of Bag Filling and Sealing Equipment Fills cartons, bags, cans, etc. 
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SHIPPING MANAGEMENT, INC. 


BOOTH NO. 620 


S. K. SMITH CO. 


BOOTH NO. 605A 


An exhibit of after-use and gift packaging containers. 


STOKES & SMITH CoO. 

BOOTH NO. 103 

A Transwrap machine for packaging food and other 
products in cellophane will be shown in operation. 
Also products packaged on various filling, sealing or 
wrapping machines of this company. 


SUPREME BOX BUILDERS, INC. 


BOOTH NO. 605 


SYLVANIA INDUSTRIAL CORP. 

BOOTH NO. 304 

Sylvania Sylphrap cellophane, Sylphrap shavings 
and Sylphseal as utilized on various packages. 


TABLET & TICKET CO. 
BOOTH NO. 508 
An exhibit of tickets, labels and related items. 


TOLEDO SCALE CO. 

BOOTH NO. 604 

A new model precision packaging scale will be dis- 
played and demonstrated. Also automatic weighing 
and weight printing equipment. 


TRIANGLE PACKAGE MACHINERY CO. 

BOOTH NO. 105 

The company’s all-purpose Volumetric filler will be 
displayed in actual operation. 


UNION STEEL PRODUCTS CO. 


BOOTH NO. 611 


An exhibit of inexpensive modern steel and wire 
displays created during the past year. 


U. S. AUTOMATIC BOX 
MACHINERY CoO., INC. 


BOOTH NO. 207 


A fully automatic net weigher, including scale, 
feeder and transfer will be shown, weighing coffee 
into cans. A packer weigher will also be shown in 
actual operation. 


U. S. PRINTING & LITHOGRAPH Co. 

BOOTH NO. 205 

A display of labels, box wraps, folding boxes, display 
containers, counter and floor merchandisers, package 
inserts and transparencies. 


WILLIAMSON GLUE & GUM WORKS 


BOOTH NO. 618 


A motion picture exhibit of adhesive manufacturing 
operations and the application of adhesives by various 
types of packaging machines. 


WILSON & BENNETT MANUFACTURING CO. 


BOOTH NO. 610 


WRAP-ADE MACHINE CO. 

BOOTH NO. 504 

An automatic bag making machine in continuous 
operation. Also cellophane wrapping and bag seal- 
ing machines. 


A GUIDE TO THE CONFERENCE SESSIONS 


SUBJECT SPEAKER WHEN WHERE 
UNIT PACKAGING Tues., March 22 Red Lacquer Room, 
CDS Stl ee Re Alvin, E. Dodd, Pres., American Management Ath Floor 
CR ie cccontucernnannriaas cake es 10:00 A.M. 
“Informative Labeling”... ....6ccceessss Donald M. Nelson, V.P., Sears Roebuck & Co. 
Carol Willard Moffet 
“Making Packages Talk”. ...............lvan Miller, Assoc. Editor, Foad Industries........ 11:30 A.M. 


PACKAGING MACHINERY 


CNS SNS St aa en 


Tues., March 22. Grand Ball Room, 4th 


H. H. Leonard, Pres., Consolidated Packaging Floor 
Machinery Corp. ., Pres., Packaging anced 


PS aeTNIEE. cct5 urate Seca Soe Aan 9:30 A.M. 


“Coordinating the Work of Production 
Manager and Machinery Builder’ 
For the Machinery Builder 
For the Production Man Feetshe 

Chairman SOLO A ee re 

“Performance Standards for Packaging 
Machinery—Trial vs. Guarantee”’ 


....Carl Lambelet, Pres., New Jersey Machine Corp. 
..C. E. Kafka, Prod. Mgr., National Tea Co. 
Wm. M. Bristol, Jr., V.P., Bristol-Myers Co.......... 2:00 P.M. 


The Machinery Builder's Viewpoint...C. E. Schaeffer, Asst. Sales Magr., Stokes & 


Smith Co. 


The Production Man's Viewpoint... ... H. D. Frick, Campana Corp. 
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The Name of 


FERDINAND 
BUEDINGEN 


Stands for the Art of 
BOXMAKING 


Consult Buedingen for quality boxes. 


For over forty years, this organization has consistently 
produced sales-creating boxes of greater beauty, marked 
distinction and higher quality. 


As leaders in the field, we have avoided ostentation, ex- 
travagance, and that which was of a passing nature, pre- 
ferring to incorporate into our products not only the finest 
of materials and construction, but also the highest type 
of workmanship and efficiency of production. 


As a result, we have secured for ourselves the confidence 
of hundreds upon hundreds of manufacturers in many 
fields, and the reputation for producing boxes of supreme 
quality and greatest sales appeal. 











FERDINAND 
BUEDINGEN 
COMPANY 


INCORPORATED 


ROCHESTER - - - «© «© «© - 
New York Office, 55 West 42nd St. 











NEW YORK | 








LET'S TALK 
YOUR SAMPLING 





Here’s What 
LUSTEROID Can Do... 


What does the ideal sample-container do? . . . First, shows 
off the product to best advantage. . . Makes a dependable, 
unbreakable carrier. . . Prominently and attractively features 
the name of the product. . . Is easy to ship, light, needs no 
excessive packing materials. . . And is so eye-appealing it- 
self that it compels sales. . . 


Simply the everyday sample-promotion job that LUSTEROID 
has been doing, winning millions of additional friends for 
dozens upon dozens of diverse products—tablets and 
powders, liquids and semi-liquids. 

Simply what it can do for you. 




















| Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
SOUTH ORANGE, NEW JERSEY 
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UNIT PACKAGING Tues., March 22 Red Lacquer Room, 


Oliver Benz, Dir. of Sales, E. |. du Pont de Ath Floor 
EB a ooo ccnkan, acnsdveecex aul 2:30 P.M. 

“Protective Packaging Materials’ Charles E. Fawkes, Pyroxylin Prod. Co. 

“Progress in Plastics’ H. D. Payne, Chicago Molded Prod. Corp 


Chairman 


Wed., March 23 Red Lacquer Room, 


Chairman... 26-00 e reer cersccneecceeees Frank Greenwald, V.P., National Adhesives Co...... 9:30 A.M. Ath Floor 


‘‘Merchandising a New beranidl .....+.+.F. D. Gonda, V.P., Einson-Freeman Co. Inc. 
“Packaging Research’”’ ...+.....Everett Worthington, Pres., eaiebenneeeeiin 


“Packaging Heavy Materials” ............ JA 


PACKING AND SHIPPING Wed., March 23 Dining Room 14, Club 


Chairman Albert W. Luhrs, Pres., Container Testing Labo- Floor 
Trot | 1 a ee anata ite: CAT MARDI SAYRE 9:30 A.M. 


Electrical Products = B. Keefe, Westinghouse Electric & Mfg. 
O. 
Meat Products...............00e00+0+ed. A. Clark, Swift & Co. 
Food Products.......................-George R. Webber, Standard Brands, Inc. 
LES SSS a ere P. C. LaPierre, Anaconda Copper Mining Co. 
F. C. Ruroede, Anaconda Copper Mining Co. 
SS OTERO ETS ..J. N. Hamilton, Montgomery Ward & Co. 
xf — Sears Roebuck & Co. 


EEE ee eh ae eS F. E. Lundy, Marshall Field & Co. 


UNIT PACKAGING Wed., March 23 Red Lacquer Room, 
Irwin D. Wolf, V.P., Kaufman Dept. Stores, Inc...... 1:00 P.M. Ath Floor 


Irwin D. Wolf 

NE EET OCTET TUPAC L TET TEST 2:30 P.M, 
“What Is a Satisfactory Package?” Ben Nash, Merchandising Consultant 

“Working Plan for Package Development’. .Roland L. Baum, United Drug Co 


Chairman 
“Packaging from the Customer's View- 


point’ 


PACKING AND SHIPPING Thurs., Mar. 24 Grand Ball Room, 4th 


Wesley M. Dixon, V.P., Container Corp. of Floor 


Chairman. 
DR ONMETRESA ale ota fan ois ae agen nee 9:30 A.M. 
Allyn Beardsell, Hinde & Dauch Paper Co. 


“Interior Packing” 


“The Influence of Humidity on Shipping 
Containers’’ . W. B. Lincoln, Jr., V.P., Inland Container Corp.. -10: 3 


“Training Programs” eae irae ee apie eee R. L. Beach, General Electric Co 


BULK PACKAGING Thurs., Mar. 24 Dining Room 14, Club 


EE ead aeas sie4k ener nkedn ¥owertl R. W. Lahey, Production Div., American Cyana- Floor 


MS > ROR NES Raat neon 9:30 A.M. 


“Construction and Use of Barrels’’ 
Slack Barrels Lawrence Fraiser, Illinois Cooperage Co. 


Tight Barrels George Dyer, Pioneer Cooperage Co. 
“Loading and Staying of Carload Ship- 
ea id a Mgigsiepieniead T. P. Calahan, Monsanto Chemical Co 
“Steel Drum Clinic’’ or B. ae Steel Barrel Manufacturers’ 
ouncli 


PACKING AND SHIPPING Thurs., Mar. 24 Grand Ball Room, 4th 


Chelrmen......0cecceccecceccecescees: J. H. Macleod, V.P., Hinde & Dauch Paper Co... ..2:00 P.M. Floor 
“Shipping Container Printing’’ 

Design, Color and Ink Arthur S. Allen, Colorist 

Printing Dies Arthur Fox, N. J. Mathews Co. 

Printing Technique. . Barker, Container Corp. of America 

Printing Costs Edward Hankins, Hankins Container Co. 
George Welp, Inter-Chemical Corp. 


BULK PACKAGING Fri., March 25 = Dining Room 14, Club 


Floor 


ass tel aaa R. H. Proctor, St. Regis Paper Co.. 
"Bos Printing and Design’... . .T. M. Scruggs, Bemis Bros. Bag ce. 


— in Moisture and Water Protec- 
C. H. Hartman, St. Regis Paper Co.............. 


ecco Car Loading of Bulk Packages’... .A. G. Clarke, Bagpak, Inc 
“Filling and Closing Machines” H. H. Leonard, Consolidated Packaging Ma- 


chinery Corp 
Sierra DE MNVRDAN PPAR URN MERCIER 2558 goa tcc shaka ce acta ieee eee wis ona te cranes wie ew Ione 
Open-Mouth Paper Bags 
Paper-Lined Fabric Bags 
Textile Bags 
Multiwall Paper Valve Bags 
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It Pays to Consult 
C. R. WHITING CO., INC. 


Manufacturers of the American Beauty Papers 
HACKENSACK, N. J. 
New York City Office - - 347 Fifth Avenue 


FoR JNJ WW 
OJRIGINAUL 


STIRUISING EFFECTS 
is FANCY PAPERS 








Have You Seen 
THE NEW RAINBOW FOILS 

















PACKAGING 


q PLANNED, 


Mr. M. E. METHOD 


pres ents 


A BOOK OF ANSWERS ON 


METAL EDGE 


TODAY’S PACKAGING METHOD 


RASH indeed would be a man to claim he knows “all 
the answers” about modern packaging. 

Yet the right package, and the right packaging set- 
up, may make all the difference between a smashing 
success for a product and just getting by. 

Many fine concerns whose names you respect, have 
proved Metal Edge packaging right for them. Would it 
profit you? Can you afford to ignore the possibility? 

The new portfolio of PLANNED PACKAGING is chock- 
full of ideas and worth-while information. Send for your 


complimentary copy today. 


NATIONAL METAL EDGE BOX CO. 


334 N. 12th STREET PHILADELPHIA 
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NEWS « NOTES ¢ TRENDS 





THE CELLULOID CORP., New York, announces a 
change in the name of its transparent packaging material 
from Protectoid to Lumarith, thus tying it in with the 
cellulose acetate plastic from which it is made. 


INDUSTRIAL TAPE CORP. is the new name which has 
been adopted for the company formerly known as The 
Revolite Corp., manufacturers of paper masking tape 
and all-purpose adhesive tapes. The company’s plant 
and principal offices will be maintained as formerly at 
New Brunswick, N. J. 


WILLIAM S. FOWLER has been made sales manager of 
the Hampden Glazed Paper & Card Co., Holyoke, Mass. 


BRADSTREET, Chicago, Ill., has been formed by J. E. 
Bradstreet, with offices at 221 North La Salle Street, as 
designers and producers of packages, displays and other 
promotional material. Mr. Bradstreet was formerly 
associated with the E. F. Schmidt Co., Milwaukee, Wis., 
in charge of Chicago sales. 


AMSCO PACKAGING MACHINERY, INC., has estab- 
lished a Permanent Package and Machinery Exhibit at 
31-31 48th Ave., Long Island City, N. Y. Among 
the machines on exhibit are sheet-gluers, wrappers, 
bundlers, banding machines, bag making, bag filling and 
bag sealing machines. 


THE FIBERLOID CORP., Indian Orchard, Mass., manu- 
facturers of plastic materials, has been acquired by the 
Monsanto Chemical Co. of St. Louis. John C. Brooks, 
president of the Fiberloid Corp. has been made vice 
president and director of the Monsanto Chemical Co. 
and will remain in direct charge of all activities of the 
Fiberloid Corp. Howard R. Bemis will continue with 
the company in an advisory capacity. 

The Monsanto Chemical Co. has long been a major 
supplier of materials to the Fiberloid Corp. for use in the 
manufacture of their plastic products. Its diversified 
manufacturing facilities and particularly its research 
laboratory at Dayton, Ohio, devoted exclusively to 
fundamental and long range research, will be utilized by 
the Fiberloid division in the further development of 


plastic products. 
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DISPLAY CENTER, Philadelphia, Pa., has opened new 
offices and show rooms at 718 Chestnut Street, where a 
stock of display materials is being maintained. 


DEGERA STUDIOS, manufacturers and designers of 
Diorama displays, has established offices and plant at 33 
W. 60 St., New York. S. Lawrence Lieb, formerly of 
Zeese-Wilkinson, Inc., is associated in the enterprise 
with Michael Gera and Philip Tavalin. 


THE REYBURN MANUFACTURING CO., with show 
rooms located at 106 Seventh Ave., New York, and 1100 
S. Wabash Ave., Chicago, Ill., has established a new 
Display Division. The company now offers complete 
service in designing and preparing model window, 
counter and interior displays. 


CHARLES ELI GREEN, former president of the Ameri- 
can Can Co., New York, died February 10 at his home 
in Cranford, N. J., after a prolonged illness. He was 
64 years of age. Mr. Green became associated with the 
American Can Co. at the time of its formation in 1901. 
In 1907 he was made auditor of the company and in 1926 
he became a member of the board of directors of the 
company and comptroller. In 1932 he was made vice- 
president and in 1936, president. He had held this 
position for only a short time when he was forced to 
retire because of ill health. 


THE NASHUA GUMMED & COATED PAPER CO. 
has recently occupied a new four-story mill addition at 
Nashua, N. H., into which it has moved its Holyoke, 
Mass., printed cellulose division. It has also consoli- 
dated inventory, formerly held in various storage places, 
into a centralized storage reservoir in the new addition. 

The company will move its offices on or about April 1 
into a new office building especially constructed for its 
use. This is probably the largest industrial building in 
New England, employing as its most important material, 
glass blocks. There are a few windows so that em- 
ployees may look upon the outside world if occasion de- 
mands, but except for these few exceptions, the walls 
are made entirely of Libby-Owens-Illinois glass brick. 
The building, in addition to being lighted from the out- 
side by its glass walls, is sound proofed and so com- 
pletely partitioned that noise will, it is claimed, be prac- 
tically eliminated. 
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“FILMA-SEAL” 


Closure by Gutmann 


@ Utility as well as appearance was 
an important factor in determining the 
winner of the All-America Package competition. The trend toward 
sealing was another consideration in giving the Filma-Sealed Endocreme 
jar illustrated above the Gold Award in the Glass Container Division. 


@ Women demand that their intimate 
products be safely sealed as well as 
attractively packaged. Not only do 
they want the assurance that the orig- 
inal quality has been retained—they 
also want to know that they have been 
the first to touch the product, and 
expect such protection. 


@ “Filma-Seal" is recognized as the 
foremost protection for cosmetics, 
pharmaceuticals, foodstuffs, wines and 
many other products. They come right 
in Gutmann Screw Caps or can be 
supplied in your molded or fancy caps by 
us. Filma-Seals can be applied entirely 
automatically and without added labor cost. 
There is no finer package insurance. 


eee 
JUST OFF THE PRESS 


Send right now for our latest booklet telling 
the story of Filma-Seal. 





U. S. and Foreign Patents 
Trade Marks Reg. 





WF ITS FILMA-SEALED IT'S SaED 





Established 1890 


FERDINAND GUTMANN & CO. 





36th to 37th STREET & 14th AVENUE, B’KLYN, N. Y. 
































We have developed new types of rigid transparent con- 


tainers for individual packaging and counter displays. 


They cost less. They sell more... bring greater dealer 


interest . . . and more consumer attention! 


Let us submit samples to suit your needs without obliga- 


tion. Write, wire or phone us today. 


The Above Samples Are Patented! 


DOUGLAS YOUNG, Inc. 


110 Kenyon Ave. 
monaitiel 4219 R. 1. 


130 West 42nd St. 
New York City 
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INATING 


without wrinkles 


A) 


or ribbing” 





This new type Waldron 
Laminating Machine com- 
bines cloth, paper, regen- 
erated cellulose and 
boards using any kind of 
adhesive—paste, asphalt, 
lacquer, latex, and 
thermoplastics. An ad- 
vanced type machine that 
assures greater output and 
less waste. 


Also Waldron Embossing, Printing, Coating, Wax- 
ing, Slitting, Lacquering and special Machines. 


JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N., J. 
Chicago New York Portiand, Ore. 








The New BUNN Package Tying Machines. 





Standard and Special Models for All 
Requirements. Manual Cross Tie Models. 
@ Tie 25 to 30 packages per minute 
@ Tie all sizes tightly—no adjustments 
@ Kquals four hand tie-ers 
@ Tie meets Postal Regulations for mail 
@ lHiundreds in use in leading plants 
@ Inexpensive . . . pays its own way in 





savings 






} Booth No. 505 Packaging 
Show 


SEND FOR FULL DETAILS 





AEP, 


THE B. H. BUNN COMPANY 


Vincennes Ave. at 76th St., Chicago, Hl. 
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| president. 
| the board when he was made president. 
Becker's affiliation with the company, a number of new 


| CAPTAIN ALBERT HENRY CHURCH, vice president 
and managing director of No-Kap Closures, Ltd., Eng- 
land, and holding a similar post with No-Kap Closures, 
Inc., Providence, R. I., died January 17 in London. 


KLEEN-STIK PRODUCTS, INC., San Francisco, Calif., 
makers of display adhesives, have appointed Sander 
Simon eastern district sales manager with headquarters 
at 10 Park Avenue, New York. 


THE BENNINGTON WAX PAPER CO. and Ben Mont 
Fancy Papers, Inc., have amalgamated and will be known 
in the future as Ben Mont Papers, Inc. Administration 
and control will remain unchanged. 


JACK ARMBRUSTER, industrial designer, has joined 
the studio of Joseph Federico, Niagara Falls, N. Y. 


THE S. K. SMITH CO., Chicago, IIl., manufacturers 
of leather and leatherette re-use containers and package 
accessories, has opened a new New York sales office and 
display room at 52 Vanderbilt Avenue. 





JOHN A. SILVER, sales manager and G. L. Thrall, 
foreign sales manager of the F. J. Stokes Machine Co., 
Philadelphia, Pa., are at present completing a tour 
which has taken them through England, France, Bel- 
gium, Holland, Norway, Sweden and some of the South 
American Republics, during which they have visited 
Stokes’ representatives in these countries and established 
representation where it had not until now existed. 
They report widespread interest among British manu- 
| facturers in the newer types of production machinery 
developed by American machine producers, particularly 
'in the automatic molding presses for thermosetting 
plastics recently brought out by the Stokes company. 





H. KIRKE BECKER, formerly vice-president and general 
manager of the Peters Machinery Co., Chicago, Ill., has 
been elected president of the company by the board of 


_ directors. Mr. Becker has been affiliated with the 


company since 1921. In 1922 he was made shop manager 


_ and after six months in that capacity, he was transferred 


to sales engineer. In the same year, Mr. Becker was 


| made general manager and in 1924, he was elected vice 


He held this title until the last meeting of 
Since Mr. 


machines have been designed and patented by him and 
his associates. 


THE W. W. SLY MANUFACTURING CO., Cleveland, 
Ohio, has issued a brochure entitled, ‘‘Picking Profits 


Out of the Air,’’ describing the methods of eliminating 


dust particles in industrial operations. 














To those leaning on the importance of greater economies thru 
waste elimination and precision accuracies in ‘‘Spot-Sheeting” 
do we address our invitation to investigate our new 


DIFFERENTIAL CUT-REGISTER CONTROL UNIT 


For cutting to register, printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 
EYE. 


CHARLES BECK MACHINE COMPANY 
13th & Callowhill Sts. Phiiadelphia, Pa. 

















KMBOSSERS 


Unit illustrated above used for all 
types of decorated papers and boards. 
Other designs for foils, tissues, glas- 
sines, wall papers and similiar acl ucts. 


HUDSON-SHARP MACHINE CO. 


Green Bay, Wisconsin 
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An example of fine set-up box construction = 
by W.C. Ritchie & Company = 


Fine Craftsmanship : 
Demands line Materials 


‘Tis a great honor and privilege, we think, 
to be selected to supply élue to so exacting 
a manufacturer of fine boxes as WC, Ritchie 
& Company, Chicago. 
And there is considerable satislaction, too, in 
the knowledge that for over 50 years we have 
contributed in a degree to the progress and 
success of countless other firms of hish repu- 
tation in the paper box industry. 


Special equipment, climatic conditions,unusual 


HAVE 


shape or construction of boxes, require dlues 
made to sive dependable results under specilic 


conditions. Armour dlues are developed for 


t 


hail *» , se 
specific use by trained laboratory technicians 
—a specific type of dlue for every kind of set- 


up box construction. 


MUTUAL LALA PEPE OR EEE CLD OEY EEE OD 


Years of experience and a highly trained tech- 


AGL 


nical organization are available to help solve 
your set-up box dlue problems —simply upon = 


your request! You'll not be obligated in any way. = 


ARMOUR GLUE WORKS 


Division of ARMOUR anno COMPANY 
1355 W. 3lst STREET 
CHICAGO ILLINOIS fi 


TTT TTT TTS 
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LIEBS 
WINNER FOR 


TWO YEARS 


STRAIGHT 
PRINTING ON 


ACETATE AND 
CELLOPHANE 3 


allt Bas 


314 €AST 23 STREET 
NEW YORK *® NEW YORK 
Algonquin 4-7436 














Yes, there’s a solution to the problem of 
slitting and  roll-winding Cellophane, 
Sylphrap, Lumarith, Kodapak and similar 
transparent materials. It’s called CAMA- 
CHINE 24-7. The patented Cameron ;? 
Score-Cut Method of Slitting produces 7 i 
straight, cleancut edges on the finished rolls. ] ; 
The stagger winding of rolls on patented 
differential winding shafts takes care of the 
unevenness of the material and insures per- 

fect separation of adjacent rolls. Result 

a perfect job of slitting and winding. 







mH 






Send for literature 


r- — | 
=, -— a, sal eee ie a 


CAMERON MACHINE COMPANY 


61 POPLAR ST BROOKLYN Mov 
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THE DEPARTMENT OF COMMERCE has issued a new 
brochure entitled ‘Introduction of New Industrial Prod- 
ucts.’’ This supercedes the first edition of this sort, 
published in June 1935, which has been thoroughly re- 
vised and enlarged. The current book includes a 
preface ‘‘Place of Marketing Research in Present Day 
Industrial Marketing’’ which discusses the question of 
marketing research departments by manufacturers and 
analyzes the causes of failure of such departments in 
many firms in the past. It includes a seven-page bibli- 
ography of Government sources of material of basic value 
to industrial marketers. There is a check sheet devoted 
to direct marketing problems and one devoted to prob- 
lems concerning the origination and production of new 
industrial products. Each of these sheets is so presented 
that the reader has a wide list of problems which must 
be solved for the successful marketing for industrial 
merchandising. These problems may be checked against 
the various sections in which they will be considered in 
order to insure that no important question is overlooked. 
A total number of 844 problems is listed. 

The revised edition of this brochure has been published 
to supply a need evidenced by numerous manufacturers 
who, equipped with production capacity in excess of 
potential demand for their present production, have 
sought to explore new fields of consumer demand with 
a view toward devising new products for which their 
plant and equipment might be utilized. The book is so 
designed to insure the proper careful analysis of all past 
problems arising in relation to such contemplation and 
such new products. 


PRIZE-WINNING PACKAGES in the Fifth Annual *‘s 
& 10°’ Packaging Contest have been announced by the 
Syndicate Store Merchandiser. 

The Kotex belt package of the International Cellu- 
cotton Products Co. was awarded the Merchandiser 
trophy and the following packages selected as outstand- 
ing among the entries: Dew Nail Polish—Dew Cos- 
metics, Inc. Chic Nail Polish—Fort Orange Chemical 
Co. Park & Tilford ‘‘Adventure’’ Perfume—Park & 
Tilford. Vivani Lipstick and Tissues—Benjamin Anseh] 
Co. Halo Shampoo—Colgate-Palmolive-Peet Co. Fros- 
tee Sno Flakes—Frostee Sno Ball Co. Miss Moth 
Chaser—Tarr & Arany. White and Colored Chalk Cray- 
ons—American Crayon Co. Park & Tilford Lipstick— 
Park & Tilford. 

In a special division for products retailing from 15¢ 
to $1.00, the Baby Bonny package of Lang, Fisher & 
Kirk, Inc., was awarded the Merchandiser trophy for 
this division, and Sentinel First-Aid Kit—Forest City 
Rubber Co., Telephone Base and Cord Set—Denman Tire 
& Rubber Co., S & M Corn Pads—Schmitt-Murphy 
Laboratories selected for honorable mention. The com- 
mittee of judges were Miss P. Schultz of the Consumer 
Study Department of the W. T. Grant Co., Mrs. Polly 
Pettit of the New York School of Display and Martin 
Ullman, packaging design consultant. 
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PRODUCE 25,000 BAGS A DAY 
...with this WRAP-ADE AUTOMATIC 


HEAT SEALING BAG MACHINE 

















Why wait on deliveries? Why store bag stocks? Why risk de- 
lays and tie up investment when you can make your own bags 
.. Of the finest quality... at minimum cost with this 
automatic machine? 
Fully and speedily adjusted to any size up to 6” in width and 
1114” in length. Makes flat bags from any heat sealing mate- 
rial. Works from rolls . . . saves on material costs. And makes 
over three thousand bags an hour! Write for full details. 


Wrap-Ade Machine Co., INc. 


215 Central Ave. Market 2-0931 Newark, N. J. 


Ask also about Wrap-Ade Devices for sheeting, gluing, sealing, 
crimping, labeling, punching and bag, envelope and tube mak- 
ing with transparent cellulose. 














el WIN HE 





STANDARD OIL CO. 
OF INDIANA 





We too are proud that our 

machinery was used in making 

the prize-winning Eureka and 
Superba Oil-cans. 





Pate MACHINERY Co. 


240 NORTH AS HUAN DOD AY CH Ge 
HIGA CGO, Fe bie 2 


























Anything in Labels 





ar 4 


WE are proud that our labels played a part in the 
miscellaneous group AWARD made to the LARSEN BAKING CO. 


Our customers and ourselves are proud 
of the sales our labels help win on thousands 
of products and packages. 


TOMPKINS LABELS are the FINEST you can buy-- 
and the MOST ECONOMICAL 


AT YOUR SERVICE 


TOMPKINS LABEL SERVICE 
FRANKFORD AVE. at ALLEGHENY AVE. 
PHILADELPHIA, PENNA. 
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“LETTERS AND LETTERING”’ by Paul. Carlyle and 
Guy Oring (McGraw-Hill Book Co. $4.00) is designed 
as a practical hand book for artists, art directors, pack- 
age designers and creators of displays and other advertis- 
ing matter. The book describes and illustrates a wide 
profusion of hand lettered alphabets, initials and type 
faces and provides a detailed standard procedure for the 
utilization of all lettering. While designed principally 
for the use of the artist actually concerned with creating 
designs of which lettering is a major part, the book 
should be of value to those concerned with the creation 
of packages or displays as a source of ideas for treatment 
and as a guide by which suggested lettering may be 
judged and criticized. 


NEW SPEED-WRAP MACHINES 


The Miller Wrapping and Sealing Machine Co. has de- 


| veloped a new motor driven sheeter for delivering cut 


sheets of cellophane, kraft paper and other material from 
the roll with glue already applied. 


Known as the Speed-Wrap, it can be equipped to lay 
one, two or three glue lines depending on whether the 
user wants to band, complete wrap, bundle, or all three. 
For banding, just one glue line is necessary. This is 
positioned so that it seals the seam. 


Two glue lines are generally used for special work such 
as forming sleeves of cardboard and cellophane, or card- 
board and paper. When two glue lines are applied, they 


| are usually placed on opposite edges of the sheet so the 





sheet will adhere firmly at two places to some kind of a 
base or package. 


Three glue lines are used for complete wrapping or 
bundling. The cross line seals the straight seam and the 
parallel glue lines on opposite edges of the sheet each 
seal one end fold. 


The length of the glue lines is adjustable. In other 
words, each line can be made to skip at a predetermined 
point. Glue lines on the running edges of the sheet are 
regulated so that the cut off knife severing the single 
sheets from the web or roll never cuts through glue. 
All working surfaces are kept entirely free from glue. 
Any or all of the glue applicators can be disconnected 
when not needed. 


Delivery of the cut sheets is controlled by the operator 
or operators, who can either run the machine inter- 
mittently so that one sheet is delivered each time the 
lever is tripped, or continuously, so that the sheets are 
delivered in a steady flow. 


The Sped-Wrap will deliver up to 35 prepared sheets 
per minute and can therefore be used by one, two, or 
more operators. It will cut sheets from 1 in. to 29 in. 
long and take rolls from 5 in. to 16 in. wide. An 
accurate compensator to regulate the cutting of printed 
materials can be furnished, if desired. 











“now or 


L 7 B S "THE SyitvAniA CELLOPHANE 


AGAIN WINS 
AWARD FOR 


PRINTING 


ON RIGID | 
TRANSPARENT The youngest cellophane manufacturer 
and 


the oldest cellophane distributor 


YOUTH 


CONTAINER 
MATERIAL | 


AGE 


LA. (0.9 


314 €AST 23 STREET 
NEW YORK * NEW YORK 
Algonquin 4-74 36 


FRANZ EULER 


30 WEST 15TH STREET 


NEW YORK 












What Motion 
What Speed? 


| WRITE us your display animation problem. State 
| what motion you want and we will tell you which 
standard SpeedWay ‘‘Flea Power’’ Motor and which 
eens SpeedWay motion mechanism will give it most 
effectiveness—and still be the most economical for 
you. 





p MOTORS 
Sp A full line of dependable, Back-geared 
**Flea Power’’ 110 v. A. C. or D. C. 


Motors. Plug into any light socket. No transformers, no radio 
interference. Cool running—no fire hazard. Cased and skeleton 

| models can be set for any speed, including No. 9501 that weighs ~ 
only 10 ounces—mounts on ordinary card. 


iW TURNTABLES 
Sp° 7 types from $5.90 up. Cast steel with 
motor and back-gearing. Ready to plug 


iw L.FLEA POWER 








KE 


: pot SALES APPEAL @ PRESERVES THE CARTON jp; supports up to 500 Ibs., balanced load. Geared to 3 R. P. M. 
S CONTENTS CLEAN @ AVAILABLE IN ALL SIZES (other speeds optional). Operate for a fraction of a cent a day. 
AMERICAN ALUMINUM WARE Co. 


Manufacturers ss i —— ™ 
378 Jelliff Ave., Newark, N. Jd. | SPEEDWAY MFG. CO. 


Our Automatic Spout Machine will be on exhibit at the 8th Packaging , = as 
Exposition, Booth No. 502, Palmer House, Chicago, March, 22-25, 1938 1820 S. 52nd Avenue Cicero, Ill. 


WRITE FOR 
CIRCULAR 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque Aniline Inks 


Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 


STUMUAUULUNUUGQNQQUUUUUONAOOOGQQQQUUUUOOOOOGGQGQGOUUOOUUUUNOGOOOGGOOOUUUUULETEE 


SSUANHNNQQOQUUNNUEEUUEUAUAUOOOOOOQGEOONEEOOUUOUAUAGGNOGOOOGEOUNNCAUOOOOOAHLEE 


Ez 








For that imported, off-size or private mold bottle. 


BRIDGEPORT’S PACKAGE- MINDED 
MOLDING TECHNICIANS CAN DO 
WONDERS IN SPECIAL CLOSURES! 


i y. 
a 3 


PARK & Toe /| 
Ye 


Our complete facilities for special closure molding... 
with the latest type of compression and injection 
molding machines . . . permit us to produce uniquely 
attractive special closures at remarkably low costs. 
Bridgeport Technicians and Designers will gladly aid 
you in formulating plans and designs. 


P.S. Boxes? Displays? Containers? 
You'd be surprised what Bridgeport 
technicians can do today with the new 
plastic materials. Investigate. 


BRIDGEPORT MOLDED PRODUCTS, Inc. 


BRIDGEPORT BP CONNECTICUT 
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AIR CONDITIONING DEVELOPMENTS 


A new unit room air conditioner has been developed 
by the General Electric Co. which cools, dehumidifies, 
cleans and circulates the air, and ventilates. With all 
working parts housed in an attractive cabinet, it is 
designed for residential, office or similar single-room 
application. In one arrangement the refrigerant con- 
denser is straight air-cooled, with a capacity of 7400 
Btu per hr. with 80 F, 50 per cent relative humidity room 
air and 95 F outdoor air. In another arrangement the 
refrigerant condenser is cooled evaporatively, with a 
capacity of 10,100 Bru per hr with the same room con- 
ditions and with a 75 F outdoor wet-bulb temp. Cooled 
and dehumidified air is discharged to the room at rela- 
tively high velocity thereby assuring thorough mixing 
and uniform distribution. The unit is simply set in 
front of a window and the window duct, which accom- 
panies the unit, is attached; the only special connection 
required is an electric line for the 1-hp motor. No water 
connection is required for the air-cooled design; the 
evaporatively cooled unit employs a '!/,-in. water- 
supply line. No drain connection is needed for either 
of the design units. 

In the smaller sizes of central-plant air conditioners, 
which incorporate internally mounted belt-driven fans, 
vibration isolation has been provided by a spring mount- 
ing for the fan-motor assembly. Larger sizes use ex- 
ternally mounted fans, selected according to application 
requirements. The flexibility of application of the entire 
line, in a range from goo to 18,000 cu ft per min has been 
greatly increased by the addition of new heat-transfer 
elements which include direct-expansion evaporators for 
Freon-12 in one, two, three, four, and six rows of tubes; 
water-cooling coils in two, four, and six rows, and heat- 
ing coils for steam or hot water in two, three, and four 
rows. Several new combinations have been added, 
increasing the standard models from 53 to 89, with 
hundreds of special combinations possible for meeting 
unusual application requirements. 


BULLETINS AVAILABLE 


Listed below are a number of brochures and bulletins 
available to interested manufacturers on request to 
Mopern PackaGING or to the sponsoring company. 


KVP PHILOSOPHER, a monthly house organ of the 
Kalamazoo Vegetable Parchment Co. 


ALKA-SELTZER ‘‘GOES TO TOWN,” a brochure on 
the promotional activities of Miles Laboratories, manu- 
facturers of Alka-Seltzer, issued by The Forbes Litho- 
graph Co. 


METAL EDGE PACKAGER, a monthly house organ of 
the National Metal Edge Box Co. 


PHOENIX FLAME, a monthly house organ of the 
Phoenix Metal Cap Co. 


ALUMINUM NEWS-LETTER, a house organ of the 
Aluminum Company of America. 
















































SPECIALISTS 


in the manufacture of 


CAN & BOTTLE 
CLOSURES 













()ET us quote you on your 
requirements. Hun- 
dreds of dies and molds 

available for Essential Oil 
Cans, Sprinkler Tops, Screw 
Caps, Aluminum Capped Corks, 
Lead and Tin Coated Spouts, 
Metal Specialties. Over 75 
years’ experience in meeting 
the needs of packagers. Call 
upon us for aid. 


CONSOLIDATED FRUIT JAR COMPANY 
NEW BRUNSWICK @ NEW JERSEY 
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SALES REFLECTIONS . . «this combino- 


tion mirror and picture frame was molded of Resinox 
by the Brill-Monfort Co. of Brooklyn, N. Y. 

. The sales value of so simple an assembly lies in its 
attractiveness and the fact that the mirror can readily 
A, be replaced without tools or screws. This is an out- 
standing application of Resinox to a new product 
involving a cost saving assembly. 

The Resinox organization is available for consulta- 
tion on similar production problems. 


Send for the new Resinox Catalogs. They will give you many un- 
usual ideas on adding eye appeal to your product. 


RESINOX CORPORATION 230 PARK AVE., NEW YORK 


















Pure Copper 
Sheets 


Stock widths 30” or 60” ..and in rolls of long 
lengths. Thicknesses—1 ounce per square foot 
to 5 ounces per square foot (approximately 
.0015 inches to .007 inches). 


NON-POROUS...RUST-PROOF 
Practical uses for Anaconda ‘‘Electro-Sheet’’ 
Copper in new fields are innumerable. 


Samples upon request 


THE AMERICAN BRASS COMPANY 


Department “D3” . Waterbury, Conn. 
AnaconpA 


Se 38231 


ANACONDA ELECTRO-DEPOSITED 


























Efficient, specialized machinery 
... fifty-eight years’ experience... 
great skill...assures that Lowery 
and Schwartz will do a coating 
job for you of higher quality, 
prompt delivery, low cost... su- 
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Ltd. for its Face Powder box. 
Honorable Mention to Chryson’s, Ltd. for its Slide Lip- 
stick. 


Cosmetics (popular priced) 

First Award to Cosray Cosmetics for its Cosray Lotion 
bottle. 

Honorable Mention to Castilian Products Corp. for its 
Princess of Hollywood Talcum Powder round fibre can. 
Honorable Mention to Duart Sales Co., Ltd., for its Oil 
of Milk Lotion bottle and carton. 


Hardware and Related Products 

First Award to R. N. Nason & Co. for its Remuvol tin. 
Honorable Mention to Shell Oil Co. for its Glass Klean- 
zit bottle. 

Honorable Mention to Bow] Kleen Laboratories for its 
Bow! Kleen tin. 


OE hike . ae . Wine, Liquor and Beer 
DU PONT DE NEMOURS & COMPANY, First Award to Padre Vineyard Co. for its California Port 
GRASSELLI CHEMICALS DEPARTMENT Wine gallon jug. 
“EseryLD nears Honorable Mention to Italian Swiss Colony for its Pri- 
vate Stock Port quart bottle. 


Display Packages 

First Award to Tri-Pak Gun Kit, Inc., for its Tri-Pak Pis- 
tol and Rifle Rod Holders and Display Rack. 

Honorable Mention to Boericke & Runyon for its Eopa 
| Poison Oak Kit. 


Family groups 

First Award to California Packing Corp. for its Del 

Monte Food tins. 

| Honorable Mention to Constance Bennett, Inc., for its 
Constance Bennett cosmetics. 

| Honorable Mention to California and Hawaiian Sugar 

| Refining Corp. for its C & H Sugars cartons. 

| Honorable Mention to California Spray-Chemical Corp. 
for its Ortho Line of Garden Sprays and Chemicals. 
Honorable Mention to R. N. Nason & Co. for its Nason 
Paints and Paint Products tins. 


HEART OF 
CHICAGO 





A CORRECTION 
HOTEL CHICAGO IN THE 1937 PACKAGING CATALOG, page 168, 


RANDOLPH AND LA SALLE reference is made to Pliofilm sheeting as being made of 
| rubber chloride. This is an error. Pliofilm is the 
registered trade mark identifying the pliable transparent 
sheet manufactured with a hydrochloride of rubber base 
by The Goodyear Tire & Rubber Co. 












Emil Eitel Kar! Eitel Roy Steffen 
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COMPO-SITE Is Proud 
to Be Part Of The 


Prize-Winning Higgins Family 


For over ten years Compo-Site has been mak- 
ing the closures used by the Higgins Ink Co., 
supplying a sturdy, double protecting, un- 
breakable combination closure and plume 
that has been winning sales for Higgins in a 
mighty competitive field. 
For dozens of other firms too, Compo-Site 
manufacturers many economical combination 
closures. Our engineers can combine utility, 
economy, and attractiveness to supply a clo- 
sure of superior quality and superior sales 
appeal for your product, too. 

INC. 


COMPO-SITE 
Newark, N. J. 


207 Astor St. —_ Est. 1910 
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HAVE YOUR OWN 


INK DEPARTMENT 





Base Ink plans save you very little! Make your own inks from start 
to finish and know your costs. 


The difference in making your own ink and buying it under any so- 
called plan is quite often the means of losing an order. 


A margin of twenty to fifty cents per thousand cartons saved in ink 
costs puts you in an advantageous position when competition is keen. 
We will supply over one hundred formulas with sources of supply for 
all Base Inks—Dryers—Compounds—Spraying Compounds, etc., to 
start your own ink plant. 


Depending on the quantity of ink used you will recover cost of equip- 
ment and formulas within three months to a year. 


We will also match your present standard inks and furnish five pounds 
of ink with each formula. 


You will save plenty of money if your average use of ink exceeds One 
[Thousand Dollars per month. 


Don’t Delay—Write now for further details. 


JOHN E. ERICKSON 


Specializing Inkmaker 


1001 Market Street 


Division of 
CAMDEN INK & COLOR COMPANY 


Camden, N. J. 








are designed especially for 


LABELING - WRAPPING - SEALING 
MODERN PACKAGES 





Consult our Service Dept. on any Adhesive Problem 


THE ARABOL MFG. CO. 


110 E, 42nd St. 54th Ave. & 18th St. 30 Sterling St. 
NEW YORK CHICAGO SAN FRANCISCO 


Philadelphia -¢ Boston + New Orleans «+ Seattle 














PRINTS OF QUALITY 


For All Trades Requiring ATTRACTIVE BOXES 
SIZES RANGE FROM 2 x 3 TO 11 x 15 








| 





Most comprehensive and diversified line of Fine Color Prints 
Published by 
A. VIVIAN MANSELL & CO., Ltd. 
OF LONDON, ENGLAND 
Write for samples stating class of subjects and sizes required. 
Line comprises over 3000 subjects: Florals, Street Scenes, Interiors, 
Hunting, Dogs, Landscapes, Marines, Children, Etc., Etc. 
Sole American Distributor 


EMERY BLUM 


Fine Art Publisher and Importer 


225 FIFTH AVE. NEW YORK CITY 
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[FACTS YOU 


CVERLOOKED GOLD-MINES 
_.. No manufacturer needs be told 
th» value of displays, but unfortunate 
exoerience has shown that the aver- 
age display takes a short cut to the 
retailer’swastebasket. However, this 
isn’t so true of permanent displays. 


A recent survey showed that the 


service for an average of four years 
each! Just think fora moment of the 
extraordinary value such a perma- 
nent display could be to you, of the 
enormous cash difference such a 
display might make in your sales. 


We have worked closely with lead- 
ing manufacturers in developing 


SRR 





SHOULD KNOW ABOUT DISPLAYS | 


“permanent” Durez displays and 
have accumulated a large amount 
of data concerning the types the 
dealer prefers, and specific factors to 
be considered in designing them. 
If you would like more detailed 
information we'll be glad to dis- 
cuss the matter by letter. General 


average drug store has over three 
permanent displays, which are in 





JOG THE 
CUSTOMER’S 
MEMORY... 


Retailers like displays that 
encourage “impulse” sales, 
so giving the dealer a sub- 
stantial extra weekly income. 
Above is how American Chicle Co. is handling this 
type of display. An eye-catcher molded of shiny black 
Durez, it’s also an outstanding penny-catcher and sales 
builder, yet to the dealer’s delight occupies counter 
space only 7" x 44". This is just one sample of a really 
good Durez ‘“‘impulse-sale” display . . . others include 
almost any product sold. 


“METHUSELAH”’ DISPLAYS... Big complaint as to 
many permanent displays is that they don’t wear well. 
Here’s where Durez offers exceptional advantages. It 
can’t chip, dog-ear or soil. An occasional dab with a 
moist cloth keeps Durez displays immaculate. They 
never show their age... will look “new” after four— 
or forty—years of continuous hard service. 
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_— Plastics Inc., 83 Walck Road, North 
Tonawanda, N. Y. 


NOVELTY IS WORTH 
A PREMIUM... 


= ed 
In the display field, it’s the unusual that pays a big 
bonus in interest and sales. We can’t suggest how 
to do the unusual, but we can tell you of instances 
where Durez’ limitless design possibilities and sleek 
color have enabled designers to achieve the unusual. 
A case in point is the Barnhart Tomato Juice Dispenser. 
It was found commercially impractical to produce this 
display in anything but Durez. And the realistic tomato, 
in luscious red, complete with vine-green leaves and 
base, has secured remarkable sales results. In one 
store, where tomato juice formerly moved very slowly, 
it sold a gallon in less than two hours! 











GOLD AWARD: Plastics Group 


Case for Hemotological set (blood count test- 
ing) molded of ivory Plaskon by General Elec- 
tric for Bard-Parker Company, Inc., Danbury, 
Conn. Molded-in compartments hold glass 
vials, cotton, glass tubes and rubber tubing. 
Plaskon was chosen for its sanitary color and 
lustre, its light weight, its resistance to chip- 


ping and staining. 


PLASKON 


MOLDED 


BRONZE AWARD: Plastics Group 


Blue and pink Plaskon containers for Harriet 
Hubbard Ayer's ‘‘Wee-tot’’ set, molded by 
Colt's Patent Firearms Mfg. Co., contain a 
cream, talc and cotton. Pressing buttons on the 


containers produces squeaking sound. Plaskon 
was chosen for its light weight, its soft pastel 
colors, its resistance to breakage and its 


permanent lustre. 





